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START WITH A NO-WAX SOLARIAN’ FLOOR IN THE FAMILY 
IT'S THE FINISHING TOUCH THAT WILL HELP MAKE THE SALE. 


Installing no-wax Solarian flooring in a family room 
does more than just cover the floor. It adds a merchan- 
dising feature that will tell customers your houses give 
them more of what they're looking for. And, since 
Sundial" is the most economical Solarian floor, you can 
offer its timesaving convenience and no-wax beauty at 
a money-seving price. 

Extensive consumer advertising for Solarian floors 
has presold your customers on its no-wax shine. And 
on the well-known Armstrong name as a measure of 
quality. Quality that reflects well on the entire house. 

To find out more about economical Sundial Solar- 


ROOM. 


ian and other Solarian floors that are "So nice to come 
home to™.” contact your Armstrong flooring contractor 
today. Or, write Armstrong, Dept. 15FHH, P.O. Box 
3001, Lancaster, PA 17604. 

And finish your houses with a floor that can help 
you sell them. 
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Exclusive new 
tongue and groove 
configuration reduce: 
air infiltration; permits 
panel joints to meet 
between framing 
members. 
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PUBLISHER'S PAGE 


A look back. . .and a look forward 


A magazine like HOUSING is more than words and pictures. It's people 
— their ideas and perspectives. And in this regard, our magazine has 
always been blessed with the best. 

If you were in the housing industry back in 1952, when Time Inc. put 
out the first issue — then called House & Home — you'll certainly 
remember Editor & Publisher Perry Prentice — one of the industry's 
giants. Or, if you arrived after 1964, when McGraw-Hill took the reins, you'll recall the 
strong opinions of Editor Dick O'Neill. In the early '70s you came to know and respect 
Editor John Goldsmith, who had worked with Perry and Dick since the mid-1950s. All of 
them — through their vision and their understanding of the reader's needs — helped 
shape the industry as we know it today. 

Now it's my pleasure to introduce a new chief editor with a long and illustrious career: 
J. Robert Connor. Bob has directed a number of fine journals here at McGraw-Hill and at 
Fawcett Publications, CBS and Hearst. You'll find Bob — like Perry, Dick and John who 
preceded him — to be direct, dedicated and down-to-earth. 

We have prevailed on John Goldsmith to become chairman of the board, as you'll see 
on our masthead. John’s ideas and his perspectives, shaped by his years of experience in 
this industry, will continue to influence the pages of HOUSING, 

Looking back on the early issues of House & Home, with their heavy emphasis on 
architect-designed custom homes, brings to mind how this magazine has contributed to 
changing the shape of America’s housing. One of its early crusades was to improve the 
design of production homes by encouraging architects to work with builders. To this 
end, an awards program — known as Homes for Better Living — was begun in 
association with the AIA back in 1956. It's still alive today, as you'll see from this year's 
winners (pp. 44-46), chosen with the help of Senior Editor June Vollman. 

That program has paid dividends through the years: Now the dramatic design that was 
once limited to one-of-a-kind custom homes is so much a part of the industry that you'll 
find it hard to distinguish between production and custom housing in ''Selling the 
High-End Market" (pp. 63-71). 

This issue is one of our special Kitchen & Bath Showcases. Under the direction of 
Managing Editor Natalie Gerardi, the staff, with the help of free lance Linda Downs, has 
spent the last six months gathering and assembling material that provides not only design 
ideas but also practical information on how to make these designs live well. A couple of 
examples: **The Wood Look” by Associate Editor Barbara Gers and ** A Down-to-Earth 
Kitchen for the Handicapped" by ant Editor Steve Levin. 

One exclusive feature is aimed at both new-home builders and remodelers. We asked 
kitchen specialist Bill Kline of Denver to redo some typical. builder kitchens to suit 
particular lifestyles. His ideas, which appear on pp. 85-93, are valuable to anyone 
involved in kitchen planning. 

And another remodeling feature, **Bring Old Baths Back to Life.” was written by 
New Products Editor Jennifer Wagner. Jennifer is also responsible for **Talk Starters" 
and the other product items beginning on p. 127. Much of her material was collected at 
the NAHB Convention in Las Vegas, the NHIC Convention in New Orleans and the 
National Kitchen & Bath Conference in Miami. Also from that Kitchen & Bath show: 
Associate Editor Fran Donegan's report on computer-designed kitchens (pp. 40-42). 

That's a topic the early editors of House & Home couldn't have imagined. Nor could 
they have foreseen Associate Editor Walter Updegrave's report on ** A New Strategy for 
Condo Conversions." for the condominium form of ownership hadn't yet arrived in this 
country when our magazine was born. We know there are plenty of other changes around 
the corner, and We'll make you a promise: We'll be there, ready to provide you with news 
and interpretation on the changing shape of our industry. — —G. ROBERT GRISWOLD 
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“Carrier heat pumps helped our 
homes win the first ‘Super Saver 
Award’ in the entire TVA area!” 


LAST-MINUTE NEWS 


More spending on housing programs is the theme emerging from House Democrats on the 
Budget Committee. They're pushing for more FHA mortgage insurance, more subsi- 
dized housing, and more for the Ginnie Mae tandem plan—all in defiance of the 
proposed Reagan budget cuts. The Senate Budget Committee bought the deep cuts 
Reagan requested almost to the dime. But the House Budget Committee — whose 
job it is to set overall budget totals — seems determined to see that what Reagan 
gets is more than what he wants. 


FHA interest-rate ceilings rose to 147/776 from 14% in mid-April. The record high rate was a “re- 
sponse to market realities," a HUD announcement explained. In market surveys the 
agency noticed that free-market rates now exceed 15%, and that FHA borrowers 
were making up the difference by paying as many as 7'/ points. The rise to 14⁄2% 
covers single-family and multifamily loans insured by FHA, which also raised grad- 
uated-payment mortgage interest ceilings to 15% from 14'2%. 


Single American women —single, separated, divorced or widowed—are buying homes as nev- 
er before, according to the National Association of Realtors. They are buying in 
their own names and becoming a major factor in the real estate market nationwide. 
Recent figures indicate that in 1979 more than 200,000 homes nationally were 
bought by single women, the fastest growing segment in the home-buying market. 


“The great Italian tile empire is expanding," says Vincent Fitzgerald, executive director of the 
Tile Council of America. That's his description of the current $4.5 million media 
blitz conducted by the Italian tile manufacturers. Italy presently supplies nearly 
20% of the tile in the United States. Italian tile imports last year rose 20% to al- 
most $84 million, according to Commerce Dept. figures. With tile in style, the Ital- 
ians want to increase their share of the $472 million U.S. market, as well as in- 
crease the demand of Americans for tile in their homes. Reactions of domestic 
manufacturers to the Italian tile invasion range from a guarded welcome to one of 
righteous indignation. 


They sent the money back —ail $225,000 of it. The Commerce Dept. was suprised but delighted 
to have the Tile Council of America return its quarter-million-dollar Economic De- 
velopment Administration Grant. In a letter, Tile Council President John M. 
Thompson explained to Commerce Secretary Malcolm Baldridge that the Council 
was sending the money back to show support for President Reagan's economic 
plan. Baldridge commended the Council for its sacrifice. 


The most liberal variable-rate mortgage ever was approved in late April for federal s&Ls by the 
Federal Home Loan Bank Board. The Comptroller of the Currency had approved a 
similar type of mortgage for national banks a month earlier. The new loan's inter- 
est rates may be raised or lowered an unlimited amount under the version approved 
for S&Ls; the version approved for banks limits upward movement to one percent- 
age point every six months. However, both s&Ls and banks may increase their rates 
an unlimited amount over the life of the loan. Rates would be pegged to an inter- 
est-rate index agreed to by both borrower and lender, such as six-month Treasury 
bill rates. Financial institutions have said that such flexible mortgages are neces- 
sary to keep them from going out of business; consumer groups have protested the 
new loans because there is no limit on how high rates may rise. 


Eleven builders have agreed to pay nearly $500,000 in penalties to settle Federal Trade Com- 
mission charges that the builders didn't disclose all required information in their 
advertising of mortgage terms. The FTC said that U.S. Home Corp. will pay 
$90,000, Putle Home Corp. will pay $70,000, and smaller builders will also pay 
penalties, subject to final action. No builder actually admitted any violations of the 
1969 truth-in-lending law [HousiNc, Sept. '80]. 
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The President’s economic plan, while basically sound, is missing incentives that would “create 


a new savings ethic” and help the housing industry, NAHB president Herman Smith 
testified before the House Budget Committee. Smith urged support of legislation 
introduced by Rep. Bill Archer (R-Texas) which would give tax-free treatment to 
all savings used for residential mortgages. The bill would revive the flagging thrift 
industry, said Smith, and reduce the underlying cost of mortgage money by three 
to four percentage points. In addition, “It would stimulate the construction of an 
additional 600,000 housing units annually, which in turn would create 860,000 
man-years of employment and generate $8 billion in tax revenue,” Smith said. 


“Housing will do terribly over the next three to six months,” Michael Sumichrast, NAHB chief 


economist, told a gathering of real estate owners, investors, managers, and lenders 
at a New York City meeting. “I can’t think of any reason why we will recover 
within the next quarter.” Sumichrast did say, however, that he expects a 15% to 
20% improvement next year because “the main thrust of the Reagan policies are 
on target.” What impresses him most, he said, is the administration’s commitment 
to cutting government expenditures and regulation, reducing personal taxes and ini- 
tiating a stable monetary policy. He predicted the prime rate would drop to 12% or 
13% by the end of 1981 and as low as 10% or 11% by the end of 1982. 


Illegal conversions—and basically legal but unreported conversions—of existing buildings 


during the ’70s may account for a much larger increase in housing units than the 
Census Bureau had initially counted on. That’s the assessment of Robert J. Shee- 
han, NAHB director of economic research. The nation’s stock of housing units rose 
by 20 million from 1970 to 1980, a net gain of 28%, while the population rose only 
11.4%, preliminary Census figures show. This increase in housing units is about 
two million more than Census projected. One reason for the increases, Sheehan 
says, is probably a large number of single-family houses occupied by more than one 
“household” —when a basement is rented as an apartment, for example. 


Mortgage delinquencies decreased for the first time in more than a year, the Mortgage Bankers 


Association reports. The reduction occurred in the fourth quarter of 1980, when 
the number of outstanding mortgages with payments more than 30 days late 
dropped to 4.87% from 5.03%. The improvement results from overall gains in the 
economy in the final quarter of 1980, according to MBA chief economist Thomas R. 
Harter. 


Fireworks have flown over condominium conversions in hearings convened by Rep. Benjamin 


S. Rosenthal (D-N.Y.), chairman of the House Subcommittee on Commerce, Con- 
sumer and Monetary Affairs. The hearings are being held to determine whether 
Congress should pass new legislation to regulate the wave of conversions around 
the country. Testimony by Nicholas Gouletas, chairman of American Invsco Corp., 
the nation’s largest converter, quickly led to a rebuke by Rosenthal that Gouletas 
was not answering the questions he was asked. When Gouletas protested, Rosen- 
thal exploded, *Who's going to be making the decisions around here!” In other tes- 
timony, Gouletas defended his conversions, saying “For more than a decade we 
have helped expand home ownership opportunities in this country.” American Inv- 
sco has sold more than 11,000 units, Gouletas said. 


Midnight oil burns over one condo conversion in the office of Rep. James Jeffords (R-Vt.). Jef- 
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fords says he has moved out of his small Washington apartment, renting for $285 
per month, because it is being converted to a condo unit and would cost him $800 
to $900 a month if he bought it. “My only option was to move somewhere else,” 
Jeffords told the House Commerce, Consumer and Monetary Affairs Subcommit- 
tee. So he decided to start sleeping in his Capitol Hill office because market rents 
in Washington are too high for him. But he says he returns home to Vermont each 
weekend to be with his family. 


THE NEW 


THERMASOTE R/20 PLUS 
SIDEWALL SYSTEM 


Use It As Sheathing... Use It As Exterior-Grade Siding. 


- de Siding, Thermascté 
we Pel Proyide A Strong 
e- That Accepts Pai 


SUPER R/20 PLUS € 


With Versatile, Energy-Efficient Thermasote Sidewall 
Panels And Conventional Construction. 


o get more information and a free sample of Thermasote Sidewall Panels, fill in the coupon below and mail 


Homasote Company 
Box 7240 


SUPER West Trenton, N.J. 08628 


R/20 O Please send more information about your re- 
PLUS i A markable new sidewall insulating system— 
! ) Thermasote R/20 PLUS—and my free sample. 
O Please have a Homasote representative call. 


Name I - ——— e imos 
Company 

Address — 

City — Wa Zip. 
Phone 
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Announcing 
Viceroys new 
low-cost homes 
catalogue! 


Viceroy now offers a new series of 
smaller, very economical homes. These 
new Urban homes are not the conven- 
tional square boxes usually associated 
with smaller homes. They are beautifully 
designed by Viceroy’s brilliant designer, 
Fred Haas, and they contain the superb 
specifications found in Viceroy's larger 
homes. 

Here is proof positive that smaller 
homes can be built with style and beauty 
and at an extrernely low cost! 


The superhomes of the future 
are already here! 


With the introduction of these outstanding 
homes Viceroy has achieved significant 
breakthroughs in window manufacture, 
wall and roof framing and passive solar 
heating. For many years the name 
Viceroy has been synonymous in 
Canada for quality of the highest order. 
We are now building satellite plants 
across the U.S. Our Florida plant, serving 
the Southeast, opens in July. 

We are now looking for builders of es- 
tablished reputation to represent us. 

This will be a great opportunity for you 

to increase your profits, for these homes 
are not expensive. Because we manu- 
facture our own thermal glass, windows, 
doors, skylights, etc., we eliminate 
wholesalers and middlemen. You're 
buying direct. 


This home can be built for $46,000 in Michigan 
Write us to-day for more information. Send $5.00 for catalogues and supporting literature to: 
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Steel-webbed roof trusses 


Triple seal windows 


Only Viceroy homes offer all 


these outstanding innovations 


PRESSURIZED TRIPLE SEAL WINDOWS 


Triple seal windows have become very popular because 
of their high insulation qualities. However, make sure you 
put only Viceroy triple seals in your home. 

Here's the reason why. Because triple seal windows 
have two air spaces, temperature variation in the outside 
air causes differences in air pressure between them, thus 
creating a bending stress. 

Where glass breakage occurs, it can be traced to the 
associated stress, which exceeds the strength of the glass. 

To eliminate this stress, we at Viceroy have developed 
and incorporated a method of equalizing the pressure in 
both air spaces, thus providing an outside pressure 
balancing system. 

Independent test results show the air-infiltration factor 
to be an amazing 25 times better than the allowable 
maximum! 


STEEL WEBBED ROOF TRUSS 
Viceroy has engineered and patented a powerful 15” steel- 


Skylights and Greenhouse 
windows 


Triple sealed sliding doors 


This profile is designed to interlock with a specially 
engineered polyvinyl chloride extruded section which has 
a neoprene compression seal fused onto, and mounted 
to the bottom of the door, thus providing a virtually 
complete water and air tight seal. 


SKYLIGHTS AND GREENHOUSE WINDOWS 
Viceroy has developed a series of outstanding skylights 


webbed flat roof truss for sloping ceilings. This truss solves and greenhouse windows. These superb windows are of 


the problem of properly ventilating a cathedral ceiling. It 
can contain 8" of batt insulation with a 6" air space. This 
eliminates condensation and moisture buildup. The load 
bearing capacity is extremely large — over 70 Ibs. per 
square foot. Your Viceroy roof will stay straight and true. 


SUPER STRENGTH 6” WALLS 


The Viceroy Superhomes are framed with 2" x 6" at 16" 
o/c on the outside walls, instead of the traditional 2" x 4" 
studding. These walls can contain 50% more batt 
insulation than conventional framing. The increase in 
strength of this heavier construction is tremendous. 
Engineering studies show the load bearing capacity of 
these walls is 315% greater than conventional 2" x 4" 
framing. Your Viceroy home will be built like a fortress! 


AIR TIGHT DOOR ENTRY SYSTEM 


The new Viceroy 1981 entrance door system uses an in- 


extremely high quality. They are beautifully framed with 
solid, clear California redwood. They are triple sealed for 
excellence of insulation. They are easy to install, and 
guaranteed leak-proof. Furthermore, you actually 
conserve energy with these windows. 

Independent research testing on Viceroys Landmark 
home showed substantial fuel savings with the use of these 
beautiful skylights and greenhouse windows. Have one or 
more of these windows installed in your Viceroy home! 


TRIPLE SEALED SLIDING DOORS 


All of the sliding doors in every Viceroy home are 
triple-sealed for superior insulation, and are framed in 
clear solid California redwood, a great natural insulator. 
Redwood is not only the handsomest of all woods, but it 
also has the lowest thermal conductivity and one of the 
lowest volumetric shrinkages of any wood. The ingenious 
locking systems on these sliding doors were personally 


sulated steel door with a complete weatherstripping system designed by Fred Haas, and are of such security and 


on both sides and top. The aluminum sill has been 
specially designed to incorporate a raised thermal break. 


sophistication that no one, not even the most experi- 
enced burglar, could jimmy them open. 


fice roy The Most Energy Efficient Homes in America 


VICEROY HOMES, 30 MELFORD DR., SCARBOROUGH, ONTARIO, CANADA M1B 124 
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Sweet's General Building and Light Residential Files under Siding/ Cladding Section (7.6 Pen). 


PenPly saves labor beautifully. 


You can slash your siding manhours dramatically with PenPly Western Red Cedar 303 
exterior plywood siding. 

Just ask builder Mike Arvidson of Excelsior, Minn. He estimates that using PenPly T-1-11 
to side this innovative house saved him 50 per cent of the labor cost of board siding. 

Why did he choose PenPly? "PenPly is a good, quality product," Arvidson said. "You get 
what you pay for. And I've found the houses are easier to sell to homeowners." 

This house makes imaginative use of energy saving and cost efficient construction 
techniques you'll be seeing more of in the 1980's. 

It's a passive solar house. That means it collects sunlight, stores its warmth, and 
distributes it as needed without a lot of extra equipment. 

PenPly, the leading producer of quality cedar plywood siding, has published a free brochure. 
It contains floor plans to this house, design details and facts. Send for a copy of that brochure. 

-For more information about PenPly, contact your wood products distributor, or see 
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Stockman’s Plan for the FHA: 


At first, it looked as if the Reagan 
administration's plans for the Federal 
Housing Administration were limited 
to slowing the increase in mortgages 
that FHA could insure next fiscal year 
[HousiNG, April]. 

Now it's clear the administration 
has something more drastic in mind: 
the complete phase-out of FHA unsub- 
sidized single-family insurance. 

Budget director David Stockman 
says that FHA—a part of HUD—is no 
longer really necessary in this market. 
And even if it were, Stockman says, it 
wouldn't be in five to ten years. 

Whether the elimination of FHA 
insurance programs will constrict the 
flow of mortgage money is far from 
certain. FHA foes, including the admin- 
istration and the private mortage 
insurance industry, say that mortgage 
lending would do just fine without any 
federal insurance programs. However, 
FHA friends, including the NAHB and 
the Mortgage Bankers Assn., see FHA 
as absolutely essential. 

FHA fight ahead. Friends and foes 
will undoubtedly do battle before any 
decision is made. 

Stockman says his reason for elimi- 
nating FHA is that 15 private mortgage 
insurers are standing ready to fill the 
demand for single-family mortgage 
insurance. Private mortgage insurers 
have demonstrated they can do what 
FHA does, and do it cheaper and better, 
he adds. 

The FHA phase-out, should it occur, 
would be part of a broader administra- 
tion decision to eliminate programs it 
feels interfere with the free market's 
role in allocating credit. 

The administration's initial proposal 
to trim $9 billion from additional FHA 
authority for fiscal 1982 is just the 
beginning, says Stockman. 

He adds, "The FHA must develop a 
system to ration the available insur- 
ance authority to those areas and local 
offices where it's clear that private 
mortgage insurance companies won't 
meet the needs." 

A complete phase-out is five to ten 
years away, and “There is nothing to 
be alarmed about," he told the House 
Housing Subcommittee. 

Pierce position unclear. HUD Sec- 
retary Samuel R. Pierce, Jr. has 
remained non-committal on the future 
of FHA, to the point where some critics 
regretfully refer to him as "the invisi- 
ble cabinet member." 

Pierce told the House panel, *No 
decision has yet been made" on phas- 
ing out FHA insurance, but that he 
agrees with Stockman that FHA 
“should play a lesser role." 


Pierce's silence may pay off politi- 
cally, and he may be more effective in 
private efforts to save the FHA—if, 
indeed, that is what he wants to do. 

Opposition. Members of two major 
trade associations — NAHB and the 
Mortgage Bankers Assn.—have a lot 
to lose if FHA is dissolved. So naturally 
these groups do not support the admin- 
istration's plans. 

NAHB President Herman Smith 
treads lightly when he criticizes. He 
fears Stockman's attack offers only a 
sneak peck at a broader administration 
plan to divert capital from the mort- 
gage market to other areas of the 
economy, such as manufacturing. 

"During more stable economic peri- 
ods,” says Smith, “privately insured 
conventional loans can match—or 
come close to matching — FHA loans in 
terms of price, down payment require- 
ments, and qualifying standards." 

But Smith correctly notes that dur- 
ing credit squeezes —such as those in 
1974 and 1979—FHA volume in- 
creases, and private insurers’ volume 
falls. 

Smith says NAHB will fight any 
phasing out or restrictions of FHA's 


Abolish It 


DAVID O. KLEIN 


non-subsidized programs— including 
its single-family mortgage insurance 
“until the private insurers are able to 
compete during the entire business 
cycle and not just during the good 
times." 

‘incapable.’ MBA executive vice- 
president Mark Riedy told the House 
Budget Committee, “The conventional 
mortgage market cannot pick up the 
market share now held by FHA.” In 
1980, this was almost half of the num- 
ber of home loans insured. 

Disagreeing with Riedy is Leon 
Kendall, president of Mortgage Guar- 
anty Insurance Corp. of Milwaukee, 
the nation's largest private mortgage 
insurer. 

At a recent meeting of securities 
analysts in New York, Kendall said 
that private insurers could pick up any 
slack that FHA cutbacks create. 

Many of MGIC’s competitors are 
owned by large corporations, including 
General Electric, Sears, and Grey- 
hound. They have considerable untap- 
ped capital available only because 
there has not yet been sufficient 
demand, he says. — DONALD O. LOOMIS 

McGraw-Hill World News, Washington 


No More Minimum Property Standards? 


One part of FHA given little hope of 
survival is the Minimum Property 
Standards. MPs are now used to certify 
that a house is qualified for an FHA- 
insured mortgage. The administration 
and the NAHB want MPS compliance 
requirements to be waived when a 
house gets an OK. from a local inspec- 
tor, provided the inspector uses an 
acceptable building code. Such a code 
would conform to the standard Coun- 
cil of American Building Officials’ 
one- and two-family code. 

The enemies of Minimum Property 
Standards may get their way. Says 
Donald F. Luebs, a building systems 
expert in Washington, “MPS are on 
their way out. Even HUD's bureaucrats 
are becoming resigned to this." 


Argument. The NAHB quarrel with 
MPS is twofold. First, the builders 
charge, most of MPS has nothing to do 
with traditional code criteria of health, 
safety, and durability. As examples, 
NAHB cites MPS sections on utilities, 
setbacks and parking areas. Other sec- 
tions on toilet, bath and shower com- 
partments are related only to “market- 
ability and liveability," NAHB charges, 
and should have no bearing on eligibil- 
ity for mortgage insurance. 

NAHB's second argument is that MPS 
sections which do relate to health, 
safety, and durability duplicate local 
standards, in most cases, and some- 
times conflict with them. Examples 
include sections on grading design and 
drainage. —D.OLL. 
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ENCO. 


The leader in automatic 
tools, year after year. 


There are good reasons why builders 
have made Senco the leader in the fasten- 
ing industry. 

Like over 500 sales and service reps, 
each specifically trained in construction 
know-how. And Senco's network of 900 
construction outlets nationwide. 

Builders also know Senco offers the 
most complete line of pneumatic tools 
and fasteners. For roofing, framing and 
trim applications up to a complete auto- 
mated wall assembly. Moreover, Senco 
has paved the way in code development 
to assure that its fastener line meets or 
exceeds major building codes. 

Each year, more builders choose Senco. 
Because the companyis totally committed 
to the on-site construction industry. With 
ongoing product and service innovations. 


Top-quality manufacturing standards. 
And on-the-job dependability and per- 
formance. 

Senco is pledged to the builder to pro- 
vide him products and services for 
maximum productivity and profit. That's 
what makes Senco the automatic choice 
.. year, after year, after year. 

If you want professional fastening you 
can count on, go 
with the leader. 
Build with Senco. 

Senco Products, 
Inc., 8485 Broad- 
well Road, Cincin- 
nati, OH 45244. 
Phone 513/388- 
2000. 


fastenin 
System 


The Automatic Leader 
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Financial Forecast: A Glimmer of Optimism 


Executives of the nation’s thrift insti- 
tutions are hardly leaping for joy over 
their prospects for the next year or so. 
The high interest rates they are paying 
to attract deposits and the relatively 
meager returns they are receiving on 
mortgages made years ago have 
squeezed the industry’s profits paper- 
thin and driven some institutions into 
red ink. 

But the drop in short-term interest 
rates since December—and prospects 
for further declines—should provide 
eventual relief from the earnings 
squeeze, as well as dissipate fears of 
widespread thrift failures ahead. 

“If short-term rates come down 
appreciably in a relatively short period 
of time, then the whole thing has been 
overblown,” says Robert C. Douglas, 
vice president of corporate planning 
and development of Cleveland’s Trans- 
Ohio Financial Corp. Even President 
Donald H. Mitzel of Detroit’s First 
Federal Savings is optimistic, despite 
the thrift's distinction as one of six 
whose commercial paper was given a 
lower rating by Standard & Poor's 
Corp. in March. 

First Federal's earnings fell to $6.8 
million last year from $19 million in 


S&L Plans 
a Retail 
Pass-Through 


The savings and loan industry, badly 
strapped for funds, may find some 
relief in a method of fund-raising 
developed by Republic Savings and 
Loan Association of Wisconsin. The 
Milwaukee lender is planning to sell 
mortgage pass-through securities at 
retail for as little as $5,000 each. 

! The plan is the brainchild of Terry 
Wakefield, formerly Republic's senior 
vice president and now a savings and 
loan consultant. The plan is unortho- 
dox for an S&L because it brings in 
consumer funds through the issuance 
of a security—not through the tradi- 
tional savings accounts. This is being 
done for the first time, says Wakefield, 
at a price the small investor can afford. 
Mortgage pass-throughs normally sell 
for $25,000 or more. 

Cheaper. Besides selling at a lower 
price, the new pass-throughs offer the 
investor a higher yield. Wakefield 
says, ^We now have a security instru- 
ment which allows Republic—and it 
could allow other S&Ls— to offer to the 
retail public direct access to our mort- 


1979, but "that's still a very good 
result, given the high interest rates," 
says Mitzel. 

Flash flood feared. That optimism 
could vanish in a flash, of course, if 
interest rates rise unexpectedly. But 
the yield on six-month Treasury bills 
had already dropped to the 12% range 
by March from the peak of 15.4% in 
December, and most analysts predict 
further declines. That rate is crucial to 
thrifts because one-third of their 
deposits are held in savings certificates 
whose rate rises and falls with the 
six-month Treasury bill rate. 

These recent high rates paid to 
depositors have inflicted pain on the 
thrifts, which had an average return on 
mortgage portfolios nationwide of 
9.4% in the last half of 1980—a return 
only one-third of a percentage point 
above their cost of funds. Predicts Jon- 
athan E. Gray of Sanford G. Bernstein 
& Co., an investment banker, “Even if 
rates keep going down, well over half 
of the savings and loans will lose mon- 
ey in the first half of the year." 

Catalyst. The difficulties are likely 
to hasten the mergers which were 
already expected. But federal regula- 
tors see the thrift industry in general 


gage portfolio. This would save invest- 
ment broker charges—1% to 1'2%.” 

The Securities and Exchange Com- 
mission has approved Republic’s plan, 
which is not yet in operation. The 
reason: Short-term interest rates are 
higher than the long-term rates. 

This condition makes the pass- 
throughs unattractive to investors, says 
Wakefield, because short-term instru- 
ments, such as money-market certifi- 
cates, offer higher yields than a longer- 
term pass-through. But Wakefield is 
optimistic that “in the future, we'll get 
back into a normal yield curve” where 
the long-term interest rates will exceed 
the short-term rates. 

In the pool. The program works 
like this: Republic makes mortgages 
totaling $10 million, for example, at 
12%. The loans are five-year balloon 


Wakefield: 
Offering an alternative 


as well-positioned to absorb the pre- 
sent damage for some time. Assets of 
savings and loans still grew faster than 
liabilities last year, leaving a net worth 
of just over $32 billion at year-end. 
And even among mutual savings 
banks, which are concentrated in the 


` Northeast and suffered the biggest 


losses among the thrifts last year, net 
worth declined only $170 million to a 
total of $11.3 billion by the end of 
1980. 

Help wanted. Top administration 
officials are generally ruling out any 
sizeable bailout of the industry, 
although they are considering book- 
keeping changes which would enable 
the thrifts to essentially spread out 
some of their losses. The Federal 
Home Loan Bank Board is also consid- 
ering letting savings and loans in 
neighboring states take over failing 
thrifts in a different state, something it 
has discouraged in the past. 

And dedication to avoiding any 
banking system catastrophe is evident. 
"These are insured institutions, and 
their stability will be protected," says 
Federal Reserve Chairman Paul A. 
Volcker. —G. DAVID WALLACE 

McGraw-Hill World News, Washington 


mortgages, with payment schedules 
based on a 30-year amortization of the 
amount of the loan. (This is a typical 
loan at state-chartered associations in 
Wisconsin.) 

Costs. Republic then obtains $1 
million in mortgage pool insurance 
from a private mortgage insurer to 
protect against defaults. Against the 
$10 million pool of mortgages, Repub- 
lic offers pass-throughs of $10,000, 
and possibly as low as $5,000, at a rate 
of 11.4%. The difference between 12% 
and 11.4% represents 0.28% to cover 
servicing costs, and 0.32% for costs of 
issuing the security. 

The “servicing spread” of 0.28%— 
known in financial jargon as 28 basis 
points—is more than an adequate 
return. Wakefield says, “We consider 
anything over 20 basis points to be 
profitable.” 

The pass-throughs would consist of 
five-year investments by the purchas- 
ers, who would receive monthly pay- 
ments as a proportion of the actual 
payments on the mortgage they had 
invested in. If a mortgage borrower 
paid off early—as in the case of a 
sale—then a prorated payment would 
be made to the investor. 

If a borrower defaulted, however, 
the mortgage insurance would presum- 
ably cover the loss.—DAVID GARFINKEL 
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Miami Beach’s 
Fix-up 
Starts...at Last 


The cash may start to flow this month 
toward the $1.2 billion redevelopment 
project on Miami Beach’s southern 
tip. 

The Miami Beach Redevelopment 
Agency, blocked by litigation for nine 
months, is free to sell bonds now that 
the Florida Supreme Court has ruled 
in its favor. The agency will issue $12 
to $15 million in revenue bonds this 
month, as the first-phase of an $80 
million bond issue. Revenue will be 
used to purchase most of the 250 acres 
targeted for redevelopment in the 
dilapidated South Beach. 

An additional $300 million in bonds 
will be put on the market later. One 
purpose of the revenues is to relocate 
about 6,000 persons who are now liv- 
ing in run-down buildings slated for 
demolition. 

Builders will replace the old struc- 
tures with new rental and condomini- 
um housing—market-rate and subsi- 
dized—as well as non-res construction. 
Nearly 2,000 condos and 1,500 rental 
units are planned. 

The $300 million will also help pay 
for new streets, parks, and a Venice- 
like canal system. The canals, how- 
ever, are still subject to approval by 
state environmental officials. 

Shovels poised. Herbert Kay, 
executive director of the redevelop- 
ment agency, says seven firms are 


ready to start building. Four have 
housing proposals. 

Shovels won't be in the ground 
before year-end, Kay says, because it 
will take at least that long to raise 
enough funds just to get things started. 
The complete project should take five 
to eight years. 

These companies are planning hous- 
ing projects: 

©Tridel Corp, of Toronto: 65 luxury 
condo apartments 

*Cheezem Development Corp. of 
St. Petersburg: 143 condo apartments 

®The Rouse Co. of Columbia, Md.: 
200 condominium apartments, as well 
as hotel and commercial space 

* Related Housing Co. of New York 
City: 200 condominium apartments, 
and 450 low- and moderate-income 
rental apartments 


The stumbling block 
was bond financing. 


Kay says that additional rental 
apartments will be built by a builder 
not yet chosen, 

Down and out. The approximately 
6,000 persons to be dislocated will 
have an option of staying or leaving. 
Some of the new rental and condo 
housing will be made available to them 
as subsidized housing. 

The redevelopment agency has set 
up a relocation program, and Kay 
expects no problems. Assistance is 
available to residents of the target area 
who can show that they lived there at 
least one year before the March, 1976, 


adoption of the redevelopment plan. 

For those who do not take advan- 
tage of the new subsidized housing, 
assistance is available for both renting 
and condo/co-op purchase—as long as 
the new home is within 50 miles of 
South Beach. 

If renters can’t find a comparably- 
priced place to live, the relocation 
assistance plan will subsidize their rent 
payments so that it is no more than 
25% of their monthly income. 

Condo or co-op owners now living in 
the target area will be given “fair 
market value” for their units. They 
will be subsidized for any difference in 
maintenance fees, up to a total of 
$15,000, if they buy another unit of 
comparable value. 

Court battle. Surprisingly, the relo- 
cation of South Beach's elderly resi- 
dents has not been the focus of most 
controversy. Rather, the biggest dis- 
pute to date has been about the sale of 
bonds to finance the project. 

Last December the Florida Supreme 
Court ruled five-to-two that bond sales 
for redevelopment, as provided for 
under the state Community Develop- 
ment Act, are constitutional. This act 
permits bond sales for condemnation 
and redevelopment of property without 
the authorization of a referendum. 

The decision went against a consti- 
tutional challenge by the Dade county 
State Attorney, who argued that the 
constitution of Florida required a ref- 
erendum for such a bond issue. The 
ruling cleared the way for the bond 
sale—although the current depressed 
state of the bond market may hold up 
financing for a few months. Oo 


Vet Mortgage Program Loses A Battle with Rates 


Even the government-subsidized mort- 
gage market is feeling the pinch of 
high interest rates these days. For 
example, a state program in Oregon is 
increasing its rates on mortgages for 
veterans, even though the new, higher 
rates will still be a bargain. 

The program, administered by the 
Oregon Department of Veterans’ Af- 
fairs, is raising its rates for new bor- 
rowers who buy single-family homes to 
7.2% from 5.9%. Borrowers currently 
holding such loans will have their rates 
raised to 6.2% from 5.9%. Borrowers 
for mobile homes can still get loans at 
the unchanged rate of 4%, 

The Oregon veterans’ program of- 
fers home and farm loans to veterans 
of World War II, Korea, and Vietnam. 
Most of the home loans are 30-year 
mortgages, with financing up to 95%. 

Casualties. Staryl Austin, Jr., Vet- 
erans’ Affairs director, says Vietnam- 
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era veterans will be most affected by 
the increase, because they make up the 
greatest number of new borrowers. 

The increase to 7.2%, announced in 
March, applies to all applications 
made since January 1, 1981. When the 
possibility of this rate rise was 
announced in December, about 7,500 
applications streamed into the Veter- 
ans’ Affairs office before the cutoff 
date. 

The agency will also raise the rates 
on existing loans to 6.2% from 5.9% 
for the 140,000 borrowers who took 
mortgages from 1971 to 1980. They 
have a choice of extending the term of 
their loans up to three years, or 
increasing their monthly payments. 

Austin says, “Agency publications 
from 1972 to 1978 said we could raise 
rates (if we had to) only by extending 
the length of the loan—not by increas- 
ing the monthly payment.” 


No kick-out. If a borrower decides 
to increase monthly payments, rather 
than lengthen the term, the maximum 
rise would be $10 a month. Austin 
says, “I know we will not have forced 
anyone out of his or her home with the 
increase." 

Loans from the Veterans Affairs' 
program can be used for new construc- 
tion, purchase of homes, major home 
improvements, and weatherization. 
The latter two loans must be made in 
conjunction with an existing mortgage 
from the program. 

Last year the department sold $1.2 
billion in bonds to fund 38,385 new 
loans. It expects to sell about half that 
amount in bonds this year. An 8.4% 
increase in the average rate of the 
tax-free bonds sold last year, forced 
the increase in mortgage rates, Austin 
says. — FRANK KING 

McGraw-Hill World News, Portland. 


GE didnt design a range with 
so many different ways to cook just 
to impress home builders. 


We did it to impress home buyers. 


Today's homemakers are looking ation is simple with no complicated duct w 
Be a for versatility in their kite When you choose the GE Grill/Griddle 
Grill Griddle for versatility in their kitchens. ; nen you choose the GE Gri riddle ] 
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Live in Cincinnati, It’s...Condorama! 


First there was the razzle-dazzle of 
Homearama, a successful parade of 
homes. Now get ready for a new twist: 
Condorama. 

What's that? It's a condominium- 
only home show planned for August by 
the Greater Cincinnati Home Builders 
Assn., "the first of its kind in the 
nation," according to Executive Vice- 
President Orville Brown. 

The show's purpose: to educate a 
broad range of potential buyers about 
condominiums. Condorama will be 
exhibited on a five-acre site in the 
northern suburb of Blue Ash. 

The Cincinnati HBA has had great 
success with Homearama, its single- 
site display of local builders' single- 
family homes. Last year, close to 
100,000 people came to browse, even 
though many of them were crowded 
out of the new-home market by high- 
interest rates and soaring prices 
[HousiNG, Sept. '80]. 

This year nine condo builders will 
present a display of single-family and 
multi-unit condos in this new promo- 
tion. Condorama will build the homes 
on a golf-course site in the Carpenter's 
Run subdivision of Blue Ash. 

Spelling *condominium. Brown 
says Condorama's purpose is to edu- 
cate and persuade. The most impor- 
tant result he seeks: "to convince 
developers that there's a ready market 
in lots for the small builder who can't 
afford to do an entire condo develop- 
ment. Right now, no developer in this 
area is providing ready sites to build 
condos, as they do for single-family." 

Condorama is aimed at these 
groups: 

eBuilders who Brown hopes will 
learn more about building and selling 
condos, as well as other aspects, such 
as how to deal with homeowners’ asso- 
ciations. 

* Consumers whom Brown hopes to 
convince that "condos are an accepta- 
ble alternative lifestyle.” 

@Planners and zoning officials 
whom Brown hopes to show “that 
developments with condominiums are 
good for the community.” 

Going in style. The site surrounds 
a cul-de-sac containing nine “pads” 
where builders will put their units. 
Each pad looks out on the Blue Ash 
municipal golf course. Because the 
units will be so close together —density 
averages about 4'/ units to the acre— 
the HBA is imposing architectural 
restrictions on the builders to ensure 
uniformity. 

For example, all sidings must be 
redwood or cedar; any brick used must 
be earth-toned; and windows must be 
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wood-framed or ecarth-colored and 
metal-framed. 

Of the nine pads, five will have 
triplexes, two will have single-family 
detached, one will have a duplex, and 
one will have a fourplex. The Condora- 
ma site will later become part of an 
83-unit condominium development 
within the Carpenters Run Planned 
Unit Development (PUD). 

Participating exhibitors include 
large and experienced condo builders, 
and seven small builders, some of 
whom have not built condos before. 
Brown says, “The large ones are using 
this exhibit to market their other proj- 
ects; the small ones are using it to get 
their feet wet." 

Product line. Designs have yet to 


be finalized. Brown expects prices to 
come in between $80,000 and 
$150,000 when the units are sold after 
the promotion. Multifamily units are 
required to have at least 1,200 sq. ft. of 
floor space, and single-family units 
must have at least 2,000 sq. ft. “so that 
the mass of the single-family houses 
will be compatible with the multifami- 
ly units," says Brown. 

Will the inauguration of the new 
Condorama mean the end of the estab- 
lished Homearama? Not at all. Home- 
arama will take place the second half 
of June, two months before Condora- 
ma is launched. Timing is important, 
says Brown: “We always hold this kind 
of promotion when school isn’t in ses- 
sion.” —Dp.G. 


Is the ‘Smaller House’ a Myth? 


All signs point to a continuing decline 
in the size of new houses, But a simi- 
larly confident prediction, made five 
years ago, turned out to be a false 
alarm, warns the economics depart- 
ment of NAHB in Economic News 
Notes. 

Are the chances now greater that 
square footage in new homes will keep 
shrinking? Yes, the economists con- 
cede. But they offer the insight that in 
the past the average size of a house has 
usually, fallen during economic slow- 
downs—even though, over the long 
term, the size climbs up steadily. 

Start of a trend? Last year the size 
of a new single-family home insured 


by the Home Owners Warranty pro- 
gram shrank by 39 sq. ft. to 1,673 sq. 
ft. (In a Census survey, the average 
house size declined by 10 sq. ft. from 
1978 to 1979. No 1980 figures are 
available yet.) 

“The question remains as to whether 
this is the start of a trend,” say the 
economists. They point out that during 
the °74-'75 recession, new home sizes 
in the Census survey fell by 49 sq. ft. 
on average. 

“Then as the recovery occurred," 
the economists say “units became larg- 
er. This occurred even though many 
policymakers were forecasting a con- 
tinuing decline resulting from energy 

and housing price 
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“Oh, no, this isn't a model of a house | have in 
your price range . . . it's the actual house itself.” 


surges.” 

The policymakers 
went wrong, say the 
economists, by under- 
estimating “the over- 
all impact of demand 
on housing prices and 
the investment as- 
pects of homeowner- 
ship—along with the 
growth in real income 
taking place.” 

Surely shrinking. 
Will that trend re- 
verse as it did after 
the 775 recession? 
The economists say, 
“The probability that 
the 1980 downturn 
will become a trend is 
certainly much higher 
than at any time in 
the past 35 years,” 
citing sustained high 
costs and smaller 
households, — D.G. 


GE doesnt back its Perma Tuf tubs 
with a 10-year warranty 
just to impress home builders. 


We do it to impress home buyers. 
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that'll live up to their expectations and 
then some: the Potscrubber? 1200 dish- 
washer from General Electric. 

The Potscrubber 1200 dishwasher has 
our exclusive Permaluf® tub and door liner 
—so incredibly tough it wont crack, chip, 
peel or rust in normal use. So incredibly re- 
liable we back it with a 10-year full written 
warranty. (Ask for details.) 

Of course, it isnt just the tub that makes 
General Electric’s quiet-running 1200 our best- 


and pans with baked-on foods sparkling clean. 
Put a Potscrubber dishwasher with Perma- 
Tuf tub—model 900, 1000 or the 1200—in your 
kitchens and give your customers a quality 
product with a brand name they can trust. 
Just call your local General Electric 


contract supplier. 
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Planner Becomes an ‘Affordable’ Builder 


Deanna Walsh, 40, a former city plan- 
ner, has been appointed vice-presi- 
dent/project manager at Affordable 
Communities (AFFCO), a Long Beach, 
Calif. builder. AFFCO claims it limits 
its profit margin to 6'4% to keep its 
houses affordable. 

Walsh says, “AFFCO is totally com- 
mitted to satisfying the needs of mod- 
erate income buyers, especially first- 
timers." 

AFFCO depends heavily on federal 
block grants and state revenue bonds 
to build a 1,250-sq.-ft. house— with 
land—that sells for $68,000 in Los 
Angeles County. 

In Los Angeles, Kaufman and 
Broad promoted vice-president Nor- 
man J. Metcalfe to senior vice-presi- 
dent, treasurer. K&B also appointed 
two new vice-presidents: Jana Waring 
Greer for public affairs and Kenneth L. 
Cohen for tax affairs. At U.S. Home's 
Houston headquarters, Michael K. 
O'Kelley was named vice-president, 
operations. He was formerly president 
of the company's Houston Condomini- 
um Division. William B. Seith, former- 
ly treasurer, moved up to vice-presi- 
dent and treasurer at Daon Corp., in 
Newport Beach, Calif. In New York, 


Peter D. Joseph, a former city housing 
official; was appointed senior vice- 
president for Related Housing Com- 
panies. Ryan Homes named Thomas 
W. Ford to the new position of vice- 
president of human resources. Ford 
was previously Ryan's vice president of 
planning. He was succeeded by Law- 
rence Brean, who now heads planning 
activities. —TOM READ 


AFFCO's Walsh: 
Affordability 
comes first 


It's Maxwell and Murray at Fannie Mae 


This month the leadership of the Fed- 
eral National Mortgage Association 
(Fannie Mae) passes to David O. 
Maxwell and James E. Murray. 
Maxwell became Fannie Mae's 
president and chief operating officer 
last February [Housinc, Nov. '80], 


Fannie Mae's 
Murray: 
Promoted to 
president 


and May 21, he takes over from Oak- 
ley Hunter as the $225,000-per-year 
chairman of the board and C.E.O. 

Maxwell was general counsel of 
HUD, from 1970 to 1973. When he left 
he founded Ticor Mortgage Insurance 
Co. (Los Angeles). 

Fannie Mae, based in Washington, 
D.C. is a privately owned quasi- 
governmental investor in mortgages. 
Its holdings were $55 billion in 1980. 

Maxwell’s promotion to chairman of 
the board moves James Murray to 
president and chief operating officer. 
Murray joined Fannie Mae in 1970 
and is now its senior vice-president and 
general counsel. —TR. 


THE COURTS 


Ruling: A Lease Promises a House in Order 


The California Supreme Court has 
ruled that when landlords offer proper- 
ty for rent, they are implicitly promis- 
ing that it is habitable. 

The ruling rebuffs attempts by the 
owner of an apartment building to 
force tenants to pay rent for premises 
that the tenants claim were defective. 

The dispute went to a lower court 
after the building was sold and the new 
owners raised the rents. Tenants 
refused to pay, pointing to cracked 
walls, leaks, peeling paints, broken 
windows, rodents and cockroaches. 
This, claimed the tenants, was proof 
that the units were not fit to live in. 

The landlord took the tenants to 
court to collect back rents, and won. 
However, the high court said that at 
the rent-collection trial, the judge had 
made two mistakes: First, he had told 
the jury that tenants could not with- 
hold rent for defects they should have 
known about at the time they chose 
the apartment. Secondly, he had said 
that under any circumstances, tenants 
must give their landlord time to make 
repairs before they got the right to 
withhold rent. 
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The high court deemed both hold- 
ings wrong. They pointed to the scarci- 
ty of rental property and the superior 
economic power of the landlord as 
reasons why the tenant has to get a 
break in such controversies. 

Other decisions affecting housing: 

®Communities in Michigan cannot 
use local zoning laws to restrict the 
location of mobile homes—just be- 
cause they are mobile homes, the 
Michigan Supreme Court ruled in a 
four-to-three vote. The case grew from 
a town’s attempt to block a family 
from placing a mobile home on a pri- 
vately owned piece of land within town 


limits. The court said, in effect, that a 
single mobile home in itself cannot be 
termed a nuisance. 
®A utility moratorium against elec- 
tric heating was struck down by a 
Washington state court. The Puget 
Sound Power and Light Co, had 
wanted to deny electrical space and 
water heating outlets to new construc- 
tion projects whenever gas or oil was 
available, The court said neither the 
utility—nor the local regulators who 
approved the moratorium—had the 
authority to set building code thermal 
standards. —DANIEL B, MOSKOWITZ 
McGraw-Hill World News, Washington 


Court Lets ‘For Sale’ Sign Stand 


The U.S. Supreme Court has upheld a 
lower court ruling upholding property 
owners’ rights to put “for sale” signs 
on their homes. 

The high court found a Baltimore 
zoning rule against the signs unconsti- 
tutional. The city put the rule into 
effect in 1974 to prevent “panic sell- 
ing” and block-busting. 


But real estate agent James Crock- 
ett and his wife Mary defied the ordi- 
nance and put a for-sale sign on a 
house they owned in Baltimore, They 
claimed that the ban violated their 
constitutional right to free speech. 

A municipal court ruled in their 
favor in 1979, and the recent Supreme 
Court decision upholds the ruling. 


GE didnt design a refrigerator that saves 
energy just to impress home builders. 


We did it to impress home buyers. 


The GE Todays homemakers are looking ^ shelves for greater food-storing flexibility and even 
Energy-Saver17 hard for ways to keep their energy wheels so it can be moved easily, 
igerator. costs down. Offer them our most Capitalize on the growing trend for these features 

energy-efficient, no-frost refrigerator ever—the Energy by including the GE Energy Saver 17 in your kitch- 
Saver 17 from General Electric. ens. You'll be giving buyers the features they 

The most impressive thing about our L C want—and a brand name they can trust. 
Energy Saver TBFMI7V refrigerator isthe M The Energy Saver 17 from GE could be help- 
way it can reduce operating costs when its an ing you sell homes right now. Just call your 
Energy Saver switch is set on “Normal.” z = General Electric contract supplier. 

And it’s packed with the kinds of features hom We bring good things to life. 
makers are looking for: factory-installed icemaker z 


(the fastest-growing, most-wanted feature), adjustable GENERAL e ELECTRIC 
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Now's the time to build homes _ 


they can 


Inexpensive, easy-to-install STYROFOAM* brand in- 
'sulation can save your customers up to 24%" on 

heating and cooling costs. No matter what youre 
| building, from conventional; to solar, to earth- 
| sheltered, STYROFOAM can help you build more 
; salable homes in todays tough housing market. 

Heres how: 
Prospects want energy efficiency—and 
they're willing to pay. A comprehensive nation- 
wide survey of new home. prospects showed they 
rank energy efficiency as overwhelmingly impor- 
tant. More important than a family room, wall-to- 
wall carpeting or central air. In this same survey, new 
home prospects said theyd pay an average of $1,363 
more for ahome with energy savings built in!** Plus, 
many lending institutions are giving preferential 
treatment to buyers of energy-efficient homes. 


{Based on 1^ STYROFOAM insulation (R-8) trom roofline to frostline (ft. below: grade) 
versus %" wood fiberboard from roofline to floorline. 14% is the frame wall saving as 
determined in tests of identical full-size typically insulated, unoccupied homes. 10% is 
the basement wall savings calculated according to the 1977 ASHRAE Handbook. Actual 
savings can vary depending upon housedesign, orientation, climate, workmanshipand 
occupants living habits.)Learn more inthe seller's fact sheet on Revalues. Higher 
R-values mean greater insulating power. 


rdtoown. - 


You save on time, labor, materials, and 
equipment. Builders tell us they can sheathe a 
house in half the tirne, compared with conventional 
sheathing. Because STYROFOAM brand insulation is 
non-structural, theres less nailing. Tongue-and- 
groove edges make it unnecessary to line up with 
studs. STYROFOAM is also light for fast, easy han- 
dling and moisture resistant for uncovered outside 
storage. Finally, STYROFOAM brand insulation de- 
livers such high energy efficiency that heating and 
cooling units can be downsized, adding still-more 
savings. | 

You and your customers get proven per- 
formance. STYROFOAM brand insulation has been 
installed in nearly a million homes across the coun- ^ 
try. It's proved itself in demanding applications: 
STYROFOAM protects access roads along the Alaska 
pipeline and keeps airport'runways from buckling in 


“Survey conducted September, 1979'by The Opinion Research Corp.. commissioned by 
The Dow Chemical Company: 


ttMeets requirements of ASTM E 119-79 endurance test criterla for 60 minutes. Further 
information available from your supplier or. from Dow, 


? 


| northern states; it tops New Yorks World Trade Cen- 
ter and countless skyscrapers with weatherproof 


"roofs. And it keeps marina docks afloat all around 


| theword.  ' E. ; 
STYROFOAM brand insulation delivers the 
unique. combination of lasting high R-value, com- 
.pressive strength and moisture resistance that 
| stands up to tough below-grade installations. These 
same characteristics make it your logical choice for 
walls, too. So wrap your new houses in an insulating 
overcoat of STYROFOAM from roofline to frostline. It 
can even be used in a specified one hour fire-rated 
| frame wall system“ = k 
m You get comprehensive support from The 
Dow Chemical Co yy. STYROFOAM brand in- 


sulation is made only by The Dow Chemical Com- 
pany, and has been since 1946. Dow backs 
STYROFOAM with outstanding quality i 
control, complete distribution, 

quick availability, a full staff of 


= 


research and technical service engineers specializ- 
ing in home construction, a nationwide advertising 
and public relations campaign, and a full package of 
hard-working materials, from ad elements to site 
signs, to help you sell. It's support like this that has 


-»made STYROFOAM brand insulation Americas ^1 


selling insulating sheathing. Find out how easy it is 
to put STYROFOAM and Dow on your side, to help 
sell homes your.customers can afford to own. Call 
your Dow representative. Or write The Dow Chemi- 
cal Company, Dept. E60, STYROFOAM Brand Insula- 
tion, Midland, MI 48640. 


, Put Dow f 


on your side. ^ 


"Trademark of The Dow Chemical Company 
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Sell the Gas 


antage: 


Energy Savings Payback. 


Most people looking for a home today probably already know the advantages of gas. 
If not, tell them the selling points: 


That gas is America's most efficient energy system. New gas heating systems and 
appliances with energy-saving features make gas even more efficient. They save 
money in operating costs all the years they are used. That savings is called Energy 
Savings Payback (ESP). 


For example, the ESP on a new efficient gas furnace can save up to $1,500* over a 
17-year period, compared to a conventional gas furnace. The ESP on a new gas water 
heater can be $400* over a 10-year period. Savings would be even greater compared 
to other, more expensive energy systems. 


Provide the gas advantage. You'll find it a lot easier selling a home that offers the 
utmost in energy efficiency. And low operating costs can help more home buyers 
qualify for mortgages. So, with gas, you and your customers both profit. 


*Government testing procedures were used to determine all annual operating costs. 


Gas: The future belongs to the efficient. 


AMERICAN GAS ASSOCIATION e 1981 
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NEWS/ENERGY 


Survey: Energy Improvements Are Preferred 


Reducing a home’s fuel bill is the No. 
1 reason a homeowner will remodel, 
says a recent survey commissioned by 
the Dow Chemical Co. 

Opinion Research Corp. of Prince- 
ton, N.J., surveyed 823 homeowners in 
Boston, Philadelphia, New York, Chi- 
cago, Cleveland, Detroit, Pittsburgh, 
Washington, D.C., Minneapolis-St. 
Paul, and New Haven. If a homeowner 
remodels, here are the reasons: 

* To lower fuel bills (66%) 

*'To cut future maintenance (55%) 

*' To increase resale value (50%) 

*To improve interior appearance 
(47%) 

*'To increase comfort (46%) 

*'To improve exterior appearance of 
the house (37%) 

* To increase living space (36%) 

Energy, not aesthetics. Dow 
points out that homeowners are more 
concerned about energy savings and 
less concerned about the home’s 
appearance and comfort. 

Homeowners, according to the sur- 
vey, showed a high level of awareness 
on energy topics. For example, 93% 
know of federal tax credits for energy- 
saving home improvements, and 61% 


mission requires insulation sellers to 
provide product information. 

Seventy-three percent of the home- 
owners know that R values measure 
insulation effectiveness, and 83% said 
they will pay more for insulation with 
a higher R value. 


increased 


Living 
Space 
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tractor's local reputation is the top 
factor in selecting someone to do the 
work for 81% of the homeowners. 
After that was price (64%), Better 
Business Bureau recommendation 
(57%), professional remodelers’ asso- 
ciation affiliation (31%), and news 


realize that the Federal Trade Com- 


Contractor preference. A con- articles (24%). 


To enhance 
the beauty 
of wood... 


Cabot's 
STAINS 


Why are stains often chosen over paints? 
Because wood and stains are made for each 
other . . . stains bring out the best in wood, 
blend naturally, beautifully into the setting. 
For the home shown here, the architects 
specified Cabot's Bleaching Oil to attain the 
weathered “driftwood” look . . . an effect 
heretofore found only in seacoast areas af- 
ter years of exposure to 
salt air. Cabot's Stains, 
in 87 unique colors, 
protect the wood, en- 
hance the grain, grow 
old gracefully, never 
crack, peel or blister. 


‘Weathering 
forsale... 


Samuel Cabot inc. | 
One Union St., Dept. 530, Boston, Moss. 02108 | 
C Send color cards on Cabot's Stains 

C Send Cabot handbook on Wood Stains ; 


Long Island home; Architects: Vernon and Jay Sears, Quogue, Long Island; vertical siding treated with Cabot products. 


“Cabot’s Stains, the Original Stains and Standard for the Nation since 1877” WS ae s RERMURMT 
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NEWS/MARKETING 


K&B’s Karatz Sees Future 
in Single-Family Rentals 


Bruce Karatz, president of Kaufman 
and Broad Development Group, is try- 
ing to convince major United States 
life insurance companies and pension 
funds to invest in single-family housing 
for the same reasons they buy other 
income-producing properties such as 
apartment and office buildings. Ac- 
cording to Karatz, the income from 
rent, combined with the future resale 
value of single-family homes, makes 
them at least as attractive an invest- 
ment as other rental properties. 
Karatz notes that European insur- 
ance companies are just beginning to 
buy single-family housing for invest- 
ment purposes. Last year, he says, 
Kaufman and Broad sold 153 single- 
family homes in two subdivisions in 
France to two major French insurance 
companies: La Concorde and Union 
D’Assurance de Paris. One subdivision 
is located in a suburb of Rouen, the 
other one is outside Lyon. Both com- 
panies plan to rent the homes, most of 
which are detached units sized from 


1,100 to 1,350 sq. ft., for approxi- 
mately ten years and then sell them for 
their appreciated resale value. Sales 
could be made on a fee simple or 
leasehold estate basis. 

Karatz points to two main reasons 
that single-family homes would make 
good investment prospects for U.S. 
insurance companies and pension 
funds. First, says Karatz, “there is a 
tremendous shortage of rental housing 
in this country.” Second, the “num- 
bers” on single-family homes operated 
as rental units compare favorably with 
alternative investments. 

The 48 homes in the Lyon project, 
for instance, each sold for approxi- 
mately $120,000. They will rent for 
about $600 a month, says Karatz, 
offering a 6% to 6⁄2% return. Though 
this return is modest, Karatz admits, 
the real return comes when the home is 
sold. Karatz examined resale values 
over the past eight years in France and 
found that single-family homes appre- 
ciated 22% to 25% annually. 


Karatz also notes that while leases 
tend to have longer terms in France 
than in the United States, landlords 
are allowed to raise rents annually 
under most agreements. Karatz esti- 
mates that rents increase between 12% 
and 14% annually. 

Although there are some substantial 
differences between the housing mar- 
kets in France and the U.S.—tax 
incentives for home ownership are far 
greater in the United States, for 
instance—Karatz says the differences 
shouldn't significantly affect the prof- 
itability of single-family rentals here. 
He sees single-family rental/invest- 
ment properties doing best "on the 
fringe of major urban areas where 
there are known shortages of rental 
housing.” 

Kaufman and Broad, Inc., whose 
corporate headquarters are in Los 
Angeles, describes itself as a “multi- 
national company specializing in hous- 
ing, shelter-related financial services 
and life insurance.” —W.L.U 


Aqua Glass offers one of 

the most complete lines of 

quality gelcoat and acrylic 

bathroom fixtures available on 

the market today . . . whirlpools, 
steam modules, tub/shower units, 
lavatories, wall surrounds, and shower 
enclosures. 


Beautiful batArooms by . . . 


® 


INDUSTRIAL PARK/ADAMSVILLE, TENN. 38340 
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Say Residential TJI® that is. When 
TJI floor joists are used instead of 
conventional 2x10's or 2x12" 
same crew can easily frar 
floor system a day. Maybe more! 

That's because T]I joists a: 
strong enough to be 
o.c., and come in continuous 
up to 60 feet. So you 
one-third fewer piec 
equals faster installation 
no blocking or bridging require 
either 

Easy handling m 
faster, too. À typical 
deep TJI joist weighs in at 1 
50 pounds. It's the one-man floor 
joist 


engineered lumber— virtually no 
plits, tw 
ood flange is easy to nail 
plywood we y to drill 
jiring and plumbing. No special 


say "T" to the Trus J 
ucts dealer in 
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INDICA IORS 


Reagan’s Policies Offer Hope to Builders 


Despite problems, there is a note of optimism that the 
Administration’s new economic program may turn housing around 


The long anticipated decline in homebuilding came with 
February's 27% plunge in housing starts. The figures for 
March jumped 6%. High mortgage interest rates and home 
prices, coupled with weak gains in personal income, mean 
homebuilding will hit rock bottom again in the first half of 
this year, averaging a woeful 1.3-million annual rate after a 
seasonal adjustment. 

Interest rates remain the chief culprit. The Federal 
Reserve intends to keep rates sky high throughout 1981 
until inflation drops. Though the economy is not strong, it 
isn't weak enough to suppress credit demands and thus take 
the pressure off the money markets. Things will get espe- 
cially sticky in the near term as growth in the monetary 
aggregates accelerates, forcing the Fed to tighten the money 
supply another notch. That will siphon even more of the 
savings stream into the money market funds, driving up the 
marginal cost of funds and hurting mortgage lenders. 

But despite the gloom and doom there is a note of 
optimism extended by the Reagan Administration's new 
economic program. And there is subtle evidence that the 
program may already be working to turn housing markets 
around. Though interest rates remain near record highs, 
they are surprisingly volatile, and there is disagreement 
among the experts as to future rates. The price of gold has 
tumbled and the dollar has strengthened in foreign 
exchange markets. This means that many traders no longer 
regard U.S. inflation as runaway, and some are optimistic 
about a slowdown. 

In addition, the Administration is forecasting dramatical- 
ly better economic conditions ahead for housing. In the 
official budget forecast, Reagan economists predict Trea- 
sury bill yields to average just 8.9% in 1982, 7% in 1984 and 
5.6% in 1986. Consumer price inflation is expected to slow 
from 11% this year to 8.3% in 1982 and 5.5% in 1984. 
Meanwhile, real economic growth is projected to be 4.255 
next year, 5% in 1983, and 4% plus thereafter. Such 
improvement would allow housing to reach its underlying 
potential of better than two million new units per year. 

Of course, the Administration's forecast is controversial. 
The foundation is that lower taxes and reduced government 
encroachment on the private economy will spur productivi- 
ty. Other forecasters say that our problems are deeply 
rooted and will require more time to solve. Nonetheless, 
there is a genuine logic to the notion that a less inflationary, 


more entrepreneurial economy is better for growth than one 
fed by government largesse and throttled by federal regula- 
tion. Homebuilding would be a major beneficiary. 

Current developments. As noted, housing markets are 
slumping again. Total starts, seasonally adjusted, plunged 
26.9% to a dismaying 1.2-million annual rate in February 
and then edged up to 1.3 million in March. Single-family 
starts slipped 20.1% in February—to the lowest ebb since 
last June—before edging up in March. The downslide is 
corroborated by the erosion in building permits since last 
September's peak. Sales of new single-family homes fell 
5.3% in February, and the stock of unsold homes rose to 8.6 
months of current sales. 

Not all the news is bad, however. Recent survey data on 
attitudes toward home purchase showed the first improve- 
ment in more than six months. Though multifamily con- 
struction dropped 37% in February, it staged an 11% 
rebound in March. The rental vacancy rate averaged a low 
4.8% in the closing quarter of 1980. The number of units 
coming into the market are relatively modest, suggesting 
that multifamily markets will stay comparatively firm. 

Finally, the construction slump has taken some of the 
starch out of labor and materials costs. Unemployment 
among construction workers jumped 1.5 points in March to 
14.7%. This has helped to stem the rise in construction 
wages. Also, prices for materials and supplies used in 
construction are running at half the rate of increase for all 
wholesale prices through March. A painful exception has 
been asphalt products. Prices have surged, averaging about 
11% higher than last November. With refinery output 
falling—including the demise of many small refiners— 
asphalt supplies are due to continue tight. 

The outlook. All told, we can look for weakness in the 
first half of the year, with seasonally-adjusted starts averag- 
ing a 1.3 million annual rate. Activity will pick up in the 
third quarter as mortgage rates edge down and savings 
flows improve with a cut in personal taxes. Starts should 
average 1.5 million in the second half. The big spurt will 
come in 1982, with expected starts of 1.82 million. 

Of course, the full scenario painted by the Reagan budget 
could allow even faster growth in housing demand in 1982, 
given the drop projected in interest rates and the surge in 
savings anticipated. That rosy outcome amounts to at least 
2 million starts in 1982. McGraw-Hill’s Economics Department. 


Construction Activity: In Thousands of Units/Year Seasonally Adjusted Financial Activity 
Change From Change Fror 
3/81 — 2/81 3/80 Year Ago 3/81 — 2/81 3/80 Year Ago 
Total Housing Starts" — 1,284 1,214 1,040 +23.5% Commitment Mtge. Rate” 
Single-Family Starts” 817 793 628 +30.1% (Conventional, 30 yr., 7596) 15.49% 15.3690 14.7290 — 4.77 
Total Building Permits” 1,128 — 1,165 968 +165% quw gw 
Single-Family Permits™ 653 665 — 556 +174% Futures Contract 6/82 12/81 — 6/81 
% Yield 14.156% 14.334% 14.444% — —.288 
Outstanding S&L Mtges.”’ 2/81 1/81 — 2/80 
Millions of Dollars $16,095 $15,893 $16,650 -3.3% 
Net Deposit Flow, S&Ls'^ 2/81 1/81 2/80 
Millions of Dollars $ 2,220 $ 2,083 $ 1,8389 +20.7% 
Personal income” 3/81 2/81 3/80 
Billions of Dollars $2,334.9 $2,317.3 $2,101.0 +11.1% 


(1) Source: U.S. Dept of Commerce (2) Source: National Association of Realtors (3) Source: FHLBB (4) Source: Chicago Board of Trade  (*) Not Annualized 
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If you're not 


The fact is, our shower and tub 
enclosures cost about the same as 
most other brands. But they offer 
superior quality. And you can be 
sure that quality will be noticed by 
the discriminating home buyer. 

All our enclosures are built with 
durable, heavy gauge aluminum and 
precision engineered to provide 
years of trouble free operation and 
lasting good looks. 

And they're finished with a per- 
manent anodized process that cre- 
ates rich designer colors such as 


€ 1981 Howmet 


is TS 
Toute probably getting soaked 


BronzTique "" Corinthian Gold™ and 
Moroccan Silver "* 

Plus, you can add even more 
style with clear, frosted or mirrored 
safety glass and a variety of durable 
handles and towel bars. 

Another great selling tool unique 


to Howmet enclosures is a no-groove, 


Open Track guide rail that virtually 
eliminates the chore of cleaning. 

As a major aluminum producer 
and fabricator, we have bypassing, 
hinge and pivot doors that will fit any 
standard shower or tub opening. Or 


we can design and build custom 
models for special applications. 

And to save you valuable time 
and labor, they can be installed 
quickly and easily. 

The point is, Howmet bath en- 
closures insure the highest quality at 
a good price. And that means neither 
you nor your customer will end up 
taking a bath. 

For more information, call 
(214) 563-2624. Or write: Howmet, 
Architectural Products Division, 

PO. Box 629, Terrell, Texas 75160. 


— 


HOWMET ALUMINUM CORPORATION 


A member of the Pechiney Ugine Kuhimann Group 


Howmet. The name to remember. 
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New and 
Improved! | 
Ever-Strait 
is a door you 


can stand 
behind. 


Per 


No. 4 of a series... 1507 AS 
The unique edge construction of each 
Ever-Strait Door gives two high- 
performance features proven in over 
5,000,000 installations. 


1. Engineered Thermal 
Break. Total separation of inside 
and outside steel skins prevents heat 
transfer, condensation, or sweating. 
Frost can't build up inside even on 
the worst day. 


2. Engineered Strength. 
Each skin has two 90° bends and is 
backed up by treated wood separator 
stile. The combination gives the 
door the strength of “double beam 
construction.” 

There is more to Ever-Strait Door 
construction than meets the eye. 
Solid engineering, quality materials, 
and nearly twenty years of proven 
performance. 


Write for free 100 page catalog. 
Ever-Strait Door Systems, 

7100 Dixie Highway, 

Fairfield, OH 


45023. 
Pease: 
Ever-Strait Division 
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If you 
build- 
If you 
plan- 


If you 
manage- 


If you are in this 
industry — 

whatever 

your specialty — 

this magazine is 
published for you. 

The ideas between 
these covers are here 
to be used. 

Our readers turn 
housing ideas 

into profits. That's 
one pretty good 
reason our subscribers 
include people 

who are responsible 
for 93.9 percent of 

all U.S. housing starts. 


^Elevette" 
your condos' 
most practical 
status symbol 


The "'Elevette" home eleva- 
tor is so distinctive, it puts 
your condo in a class by 
itself. But that's the least 
of its advantages. It's also: 
Convenient . . . Instead of 
trudging up and down 
stairs, you go from floor to 
floor with the push of a but- 
ton (and save all that extra 
energy for tennis!). 
Handy ... Have something 
bulky to take up-stairs? 
"Elevette'"' does the job 
quickly, quietly, effortlessly. 
Helpful . . . It saves time 
and effort. And best of all, 
it increases your condo's 
value. Sure, the "Elevette" 
is a status symbol. But no 
other status symbol has 
ever been this practical. 
When planning your next 
project, don't just allow 
space for "Elevettes" to be 
installed in the future. Have 
them installed as original 
equipment. Make the 
"Elevette" a selling feature. 
You'll sell your units faster 
...and...for more money. 


Write for Full Information 
and Free Literature. 


INCLINATOR COMPANY OF AMERICA 
2228 Paxton St., Harrisburg, PA 17105 
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"I LOVE THE NEIGHBORHOOD, 
THE SPACE, THE BAY WINDOW, 


AND THE YARD... 
BUTISITGAS?” — 


features. 

As America moves into the ’80s, 
more Americans will be moving into 
new homes. But before they buy, 
they'll be asking the same question, 
"Is it energy-efficient?” 

Homebuilders who have built gas 
appliances right into their homes can 
answer truthfully, “Yes.” 

You see, compared to electric, the 
new gas appliances are far more 
efficient for cooking, drying 
i ) clothes, heating water, and 
heating homes. 
^ Americans are buying efficiency. 
The national consumer information 
program sponsored by GAMA 
on television, radio, and in 
magazines is telling Americans 
how the increased efficiency 
of the new gas appliances 
saves them money and energy. 
And, they’re looking for these 
new gas appliances in the 
homes they buy. 

For you, the builder, the 
new gas appliances can mean 
the difference between a sale 
and a “Thank you, but I’m just 

looking.” 

The new gas appliances. 

Isn't it time you started build- 
ing for your future? 


Giama 


Gas Appliance Manufacturers Association 


The newgas appliances are good for your economy. 
eee 


“Well, er, uh...” 
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HOUSE CALLS 


.. . THE "UNCOMMON" Are You Building Small 
BATH FIXTURE 


John Shields, sales manager, Capp 
Homes, Minneapolis, Minn. Yes, we 
are building smaller houses. Our 
average selling price is down and our 
average house size at present is just 
in excess of 1,600 sq. ft.—slightly 
smaller than last year. 

The trend to smaller housing is 
primarily due to market conditions of 
affordability and qualifying. I don't 
see the trend to smaller houses as anything permanent. We 
have geared ourselves to a broad cross-section of the buying 
public. Our strategy has been aimed to some degree to the 
upscale customer, but we think we satisfy a broad spectrum. 
Size has become proportionate to the price of the home, 
which has been down in 1981. 

We offer equity loans. If a customer owns an existing 
house and needs funds to get his project started, we offer a 
below-rate construction loan. We also offer long-term 
financing. 


Wilbur F. Coleman, owner, Wilmar 
Homes, Goshen, Ind. There is defi- 


: - nitely a trend toward smaller houses 
Recognize this. . .? We're not surprised if in this area, and the no-frills 
you don't, because it's today's latest approach has been coming into vogue 
innovation in luxury bath fixtures. It's egg pud jme dian pied 
STEAMIST. . . the "uncommon" bath fixture. homes, and square footage is proba- 
What makes us different from ordinary bly the last area that can be cut. 
bath fixtures? STEAMIST is the fixture made A etes rates ioa per of Ee oan. 
. i the story. There is a trend toward smaller families and the 
to be enjoyed but never seen because it market for new homes with more than two or three 
takes up no usable bathroom space. With bedrooms willicantaue todedine. 
STEAMIST, an ordinary bath or shower There are probably some design improvements that could 
enclosure will double as a luxurious private He made, rE most builders want to stay with designs that 
y H ; ave gainet acceptance. 
home spa. STEAMIST's reputation for quality Most houses I build are in the 1,800- to 2,500-sq.-ft. 
and excellence will add tremendous sales category. But I am now building some as small as 900 sq. ft. 
appeal to your new homes. Even at that size, it is not easy to bring a house to a closing 
What is this? Take a good look. . . we’re for under $30,000. 
more than a pretty picture. The STEAMIST 
steambath . . . the "uncommon" bath fixture. Robert Booth, owner, Booth Builders, 
For more information, contact STEAMIST Eros, Ark. As a builder, I think there 
are many things that can be done to 


TODAY. 
® 


STEAMIST CO. INC. 


110 West 30th Street 
New York, New York 10001 
Phone: (212) 889-9730 


bring down the cost of housing. Most 
f cost reductions, however, result in a 
reduction of quality. The trend in 
recent years has been to use the most 
| inexpensive type of construction, 
both in design and materials, for the 
^; single-unit dwelling. 

I'm not sure what a "basic" house would look like. Some 
West Coast Representative: people call luxuries what others call necessities. A bare- 
bones house that will pass government inspections may not 


STEAMWHIRL pass the buyer's expectations. Elimination of certain 


appliances, such as air conditioners, refrigerators, dishwash- 


31127 Via Colinas, Suite 808 ers, and stoves can be done, but you may lose customers 
Westlake Village, CA 91361 who wart these items. 
Phone: (213) 991-3234 Most competent and efficient builders have already done 


away with most of the frills. It's very difficult to generalize 


‘Visual effect for photographic dramatization provided by Kohler model #K6952 x 
about peoples' tastes. 
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ouses This Year? 


Frank B. Wilsom, manager, Rural 
Homes Co., Riverview, Fla. We build 
quality homes, usually on what we 
call estate-size properties, seldom 
less than three acres. 

But many of the houses we con- 
struct today are the no-frills type. In 
fact, some of the items required by 
the building code are considered frills 
by our customers and we have to 
explain that the law requires items like guard rails and 
certain size wiring. 

More and more customers are asking us to get them 
weathered in so they can finish the inside themselves, as a 
family project. Insulation, less wasteful designs, solar water 
heating, and passive solar can help the customer save money 
in both the short and long term. Better insulation, for 
instance, may cost a bit more now but in the long run will 
save the homeowner money. There is not much the builder 
can do to bring down the overall cost of construction. O 


Gordon Campbell, president, Camp- 
bell Homes, Inc., Littleton, Colo. It's 
an unstable time with interest rates 
and construction costs, but people 
accept costs. They'll make the plunge 
to buy a new home. 

I've heard that the bigger builders 
in town are planning to cut down the 
average space in new homes. My 
experience is in the other direction. 
I'm building bigger homes than I built last year. My custom 
homes sell at an average of $175,000. In that price range 
buyers are less affected by the economy. They want more 
things—solar water heaters, intercom systems, security 
systems, whirlpool bathtubs, and multiple fireplaces. I have 
two homes under construction now that have four fireplaces 
each. I'm building the homes bigger and adding every fril 
they're selling. 

I understand, however, that building elsewhere is at a 
standstill. 


C.R. Mitchell, president, Mitchell 
Construction, Spanish Fork, Utah. I 
am constructing more smaller homes 
now than I did last spring to bring 
prices down to an affordable level. 

The new homes we are building 
are made more affordable through 
innovations. We are constructing 
quadruplexes instead of single-family 
structures, and building some cooper- 
atives using designs that make efficient use of building 
materials. 

Actual living space in some of our new homes has been 
reduced from 1,705 sq. ft. to 1,667 sq. ft. I expect the time 
will come when young people will settle for about 1,000 sq. 
ft., with some built-in furniture. 

Several years ago I acquired vast acreage on the Spanish 
Fork flats, and now Utah is in the center of western 
expansion and development, with a big demand for housing. 
Spanish Fork is a cosmopolitan city of home lovers. 


Start The 
Sale At 
The Door! 


The builder's big moment. . . is often that important first impres- 
sion: The entrance to the home is where the decision-making 
process starts, And that’s where Fypon gives you the edge. 
Molded Millwork® with infinite variety. Shown above, our new 
arch pilasters, matching open arch and circular transom. Also 
pediments, sunbursts, window panels, dormer heads—and 
moldings, too. Massive, authentic, intricately detailed, yet easy 
to install — Saves labor. Permanent, lifetime, maintenance-free 
high-density polyurethane, Can't rot, warp or deteriorate. All 
sizes in stock. Practical and inexpensive. Call or write for new 
color brochures, 


MOLDED MILLWORK 
108 Hill St. Stewartstown, Pa. 17363. Phone: 717-993-2593 
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NEWS/ENERGY 


Relocating the Ductwork Saves Energy 


A few years ago Monarch Homes of 
Houston faced an all-to-familiar pro- 
blem: On the onc hand, the local utili- 
ty and the Veterans Administration's 
loan guaranty division wanted builders 
in the Houston area to make their 
homes more energy efficient. On the 
other hand, the local market wouldn't 
pay for energy extras. “Around here, 
eight out of ten people would rather 
save the bucks up front,” says John 
Harris, president of the Stafford, Tex- 
as-based building company. 

The solution? Monarch cut utility 
bills by following one of the V.A.'s 
recommendations: They moved the 
heating and cooling ducts out of the 
attic and into the living areas, away 
from the extremes of winter and sum- 
mer temperatures. They also switched 
to fiberglass duct board, which trans- 
mits less noise than metal. 

"We made the move because the 
V.A. hinted that it might be required 
in the future," says Harris. "It has 
always been our policy to meet tomor- 
row's requirements today." Monarch 
uses the energy savings program in its 
marketing. It feels it has also helped 
its relationship with the V.A. 

By switching to the fiberglass board 
and the rerouted ducting, Monarch 
achieved three things: 

*A more energy-efficient ducting 
system, One inch of fiberglass board 
has the same insulating value, R-4.34, 
as two inches of conventional duct 
wrap. And rerouting the ducting into 
the living area keeps it away from 
blistering summer and freezing winter 
temperatures, 

*A quieter air handling system. 
“The board absorbs the sound," says 
Sonja Marstead, staff manager for 
Johns-Manville's air handling systems 
department. “It doesn't transmit sound 
like sheet-metal duct." (J-M manufac- 
tures the fiberglass duct board.) 

Harris agrees and says he stresses 
the noise-free feature along with the 
energy-saving benefits in advertising. 

®A selling tool that doesn't add to 
the price of the house. There are addi- 
tional framing costs because it is nec- 
essary to fur down parts of the ceiling 
to accommodate the ducting. These 
costs are offset by the system's effi- 
ciency, which makes it possible to 
reduce the size of the air conditioning 
unit, usually by 2 a ton, The ducting 
materials themselves cost about the 
same as conventional, wrapped sheet- 
metal duct. 

Problems. There was one major 
problem in rerouting the ducting: how 
to incorporate the furred-down areas 
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into the house designs, many of which 
contained cathedral ceilings. 

At first Monarch furred down two 
sides of the cathedral-ceilinged room, 
one side for the ducting and the other 
for balance. But they felt that design 
took away the impact of the vaulted 
ceiling. 

Dave Mangum, vice president of 
Micher Airco, Monarch's heating and 
cooling contractors, came up with 
some ideas to circumvent the problem. 
If the room is adjacent to a hallway, 
Mangum installs the ducting in the 
hall and places a register at the 
entrance to the room. Where the dis- 
tance is too great, as in the bathroom 
below (see plan), he attaches a length 
of flexible ducting from the main duct 
and runs it through the attic and down 
into the room. 

Design problems were not the only 
stumbling blocks Monarch encoun- 
tered when switching to the system. 

“Initially we ran into some problems 
with superintendents and framers,” 
says Harris. “In some cases, we have 
to notch the headers because the fur- 
red-down area takes away about a foot 
of ceiling height. Some people thought 
that was too much trouble and they 
didn't want to do it. But once they:got 
the hang of it there was no problem." 

Field tests. Monarch became con- 
vinced of the benefits when it partici- 
pated in a study conducted by Houston 
Light and Power. Monarch built one 


of its traditional models, which were 
already more energy efficient than the 
average, and two to the utility specifi- 
cations. Besides the furred-down duct- 
ing, other prescribed features for the 
all-electric houses included R-34 insu- 
lation in the attic and R-22 in the 
walls, and a high level of infiltration 
protection. These three homes were 
compared to a house of similar size but 
without any energy-saving features. 

At the end of what has been 
described as the coldest January in 
Houston's history, the utility bill for 
the all-electric control house was $150. 
Monarch's standard model came in at 
$105, while the utility-designed houses 
registered at $78 and $79. 

Monarch has since run its own set of 
tests, but Harris cautions they are 
strictly in-house findings and not sub- 
stantiated by anyone outside of the 
company. 

For these tests, Monarch built four 
models that included the furred-down 
ducting, the extra insulation that has 
become standard for the company— 
R-22 in the attic and R-13 in the walls 
compared to the Houston average of 
R-19 and R-13 respectively —and used 
tighter construction techniques. It then 
tested them against four models that 
werc built the way the company put up 
houses five years ago. 

At the end of six months, the newer 
models saved about 3075 in energy 
costs. —FJ.D. 


Hallway is the main route for the furred- 
down ductwork (photo left). Where this is 
^ impractical, the ducting system (blue in 
plan above) is placed where furred-down 
area would be least obtrusive, as in the 
` kitchen/family room. Bathroom (upper 
left) is served via a flexible duct run 
through the attic. 
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Cabinet T 


| PART NO 


TOTAL 2. 


CDS was developed 
for Haas dealers and 
distributors. The de- 
signer enters the 
room's dimensions and 
the location of obsta- 
cles (left). The com- 
puter then draws a 
floor plan, which can 
be changed by the de- 
signer, on the screen. 
It also displays a color 
perspective (below). A 
printer (shown left) 
produces the final 
floor plan, perspective 
and a chart listing the 
materials, their dimen- 
sions and the cost. The 


system can accommo- 
date other manufac- 
turers' lines. 


Designing Kitchens with a Computer 


Computers are progressing from time- 
consuming paperwork jobs, like pay- 
roll and inventory control, to the more 
creative functions of running a build- 
ing company. Two kitchen cabinet 
manufacturers and one cabinet distrib- 
utor recently introduced computer pro- 
grams that reduce kitchen design time 
to minutes rather than hours and, at 
the same time, provide an accurate 
estimate of the cost 

Each of the programs is different 
from the others. But all are helpful to 
anyone who designs and prices kitch- 
ens regularly. These systems feature: 

®Video display of either the floor 
plan or elevation during the design 
process. This allows the builder, 
remodeler or customer to see the 
design as it is created and to make 
instant changes. 

* A printout of the finished design, 
along with a list of cabinets, their 
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prices and cost of installation. The 
systems give the designer the ability to 
compare prices of different cabinet 
styles among the same or different 
manufacturers. 

Program developers say the new sys- 
tems will not replace designers; rather 
they will reduce the time designers 
spend on drawing and pricing. 

Computer Design System. Haas 
Cabinet Co., Inc., Sellersburg, Ind., 
developed the cps for its distributors 
and dealers. The program includes the 
Haas line, but Ed Drummond, vice- 
president of sales and marketing, says 
dealers can have additional lines pro- 
grammed into the system. Or, he says, 
“Because most cabinet designs are the 
same but differ in price, once the 
designer comes up with a plan, he can 
factor in the price differences of anoth- 
er manufacturer’s line.” 


Here’s how the cps works. The 


designer records the room’s wall 
dimensions, the location of the refrig- 
erator, doors, windows, and gas and 
utility connections on a questionnaire 
that Haas has developed. He then 
punches the information into the com- 
puter and decides on a price range for 
the kitchen. The computer then devel- 
ops a design and displays it on the 
computer terminal in a matter of 
seconds. If the design turns out to be 
too costly, or if the computer is unable 
to come up with a design in the proper 
price range, the designer can instruct it 
to use a less expensive line of cabi- 
nets. 

The display terminal shows the floor 
plan and, a few seconds later, the 
perspective of three walls, including 
ceiling beams, moldings, doors and 
flooring. Once the operator gets the 
design he wants, the computer colors 
in the perspective. Turn to page 42 


om pn, 


Weather Shield 


Energy Efficient Windows and Doors 


In addition to our complete line of wood windows, 
patio doors, and steel insulating entrance systems, 
Weather Shield will manufacture direct set units to 
your custom home plan. 


Our direct sets can be ordered in a wide variety of 
shapes and sizes, including triangles, octagons, 
trapezoids, and special square or rectangular sizes. 


With uncompromising craftsmanship, we design 
each custom unit to compliment your Weather 
Shield casement, awning, double hung, and scena- 
vu windows. For total building continuity, we offer 
coordinated patio and steel insulating entrance 


1 


Get to know Weather Shield, see the 1981 Sweet's file 
#8.16/wd or call Weather Shield's Marketing Manager, H. 
J. Koester at (715) 748-2100. 


a! E 


doors to further enhance your window selections. 


1" insulating glass or optional 1" triple insulating 
glass provide optimum energy efficiency and value. 
The virtually maintenance-free exteriors of white 
vinyl "Lifeshield", Adobe Aluma Clad, and white or 
adobe Thin Fin Trim are also available on these cus- 
tomunits. 


For the design-conscious, it's Weather Shield win- 
dows and doors - a beautiful way to add shape, di- 
mension, interest, and creative flair to the structure 
and architectural design of the home. 


WEATHER SHIELD 


WEATHER SHIELD MFG., 
P.O. Box 309, Medford, baci pom 
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This year, H & R Johnson's Need Some Showoff 


cristal? brand ceramic tile Ideas? 

really Ton off its omg be- — Watch what H & R Johnson 
cause i ng mate d cristal brand ceramics and 
cristal d s ies ant a little imagination can do— 
use and diversity pna send for your cristal collec- 
cristal brand ceramics tion Idea Pamphlet and make 


will turn any kitchen, bath or showoffs of your customers! 
entryway into a “showoff” room 

—with any motif your imagina- 

tion can envision. 


H&R Johnson, Inc. 


State Highway 435 » 2 

Keyport, N.J. 07735 Ps 

800-631-2176. ^ $ 

" 
^ 
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Cristal is.a registered trademark of H&R Johnson, Inc. p LS 
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Computer design continued from page 40 


The printer then produces the draw- 
ings and a materials list that includes 
the number of cabinets, their size in 
centimeters, feet, inches or hundredths 
and the cost. This information can be 
stored in the computer indefinitely. 

Builders and remodelers have to go 
to a Haas dealer to use the system. 
Drummond feels that this is to the 
builder's advantage, because he or she 
is not required to invest in the comput- 
er hardware to obtain a computer- 
assisted design. 

Haas charges its distributors and 
dealers $10 per printed layout. The 
distributors must buy the necessary 
equipment and hook up to a time- 
sharing computer in Atlanta. 

The charge to customers varies from 
dealer to dealer, although Drummond 
believes many of them will provide the 
service free to good customers. 

Graphic 100. Greggson, Inc. of 
Nashua, N.H., developed the Graphic 
100 Kitchen Design by Computer. The 
system automatically produces a floor 
plan using any manufacturer’s line of 
cabinets. 

The operator feeds the computer the 
room’s dimensions and the size and 
location of windows, doors and plumb- 
ing fixtures. Then it takes into account 
where appliances such as refrigerators 
and stoves will be located. With this 
information, the system displays a 
floor plan that the company feels is an 
aid to the designer. The basic comput- 
er-generated drawing serves as a guide 
to a practical kitchen design, the com- 
pany feels, with the designer's input 
turning it into a saleable plan. 

When the designer decides on a 
plan, the system prints it along with a 
chart that gives the catalogue number 
of the cabinets, their dimensions and 
the price. The printout also includes a 
quote on countertops, installation, 
freight and taxes. 

This information can be stored in 
the computer. Greggson plans on 
refining the system by offering eleva- 
tion drawings in the near future. 

The manufacturer markets the pro- 
gram as part of a complete computer 
package. For $6,950 the company will 
ship the Apple II plus 48K computer, 
the necessary disks, a Sanyo 12-in. 
green screen video monitor, the IDS 
Paper-Tiger graphic printer and the 
licensing agreement for the program. 

For an extra $300 a day plus 
expenses, the company will preload a 
standard line of cabinets into the sys- 
tem and provide a day’s training at the 
customer's place of business. 

Greggson chose the Apple II be- 
cause it believes it is the most widely 
serviced small computer in the coun- 
try, and because it can be used for 
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other things. "We tell the customer 
that if he sells ten $2,000 kitchens, he 
will have paid for all the equipment 
and be free to use the Apple to do 
other things such as payroll, general 
ledger and inventory," says Hugh 
Gregg, president of the company. 

The Estimator. Steve Cottrell’ of 
Cabinetry, Inc., a Riviera distributor 
in West Palm Beach, Fla., put together 
The Estimator for pricing and de- 
signing kitchens using Riviera’s line. 
However, the system can be expanded 
to include other manufacturers. 

The principal market for the system 
is kitchen dealers, but, Cottrell says, 
“We are also getting inquiries from 
large developers because they do so 
many job quotes and most of them buy 
direct from the factory.” 

Unlike the other two, this is a manu- 
al draw program. The operator plugs 
in the type of cabinet—either base, 
wall or tall—the number and the 
dimensions from the plans. The system 
starts drawing clevations. As the 
designer adds cabinets, he can change 
the drawing to suit specific needs. 


Once a plan is set, the system prints 
the design plus a chart that lists the 
necessary cabinets in the plan, their 
costs, taxes and installation charges. 
The basic program breaks down the 13 
styles in the Riviera line into six pric- 
ing categories and lets the designer see 
at a glance what the kitchen costs 
using any style. The lines are listed 
from the least expensive to the most 
expensive. The program also includes a 
standard countertop price. 

The Riviera program and hardware, 
the Apple II, costs between $6,000 and 
$7,000, but Cottrell offers a lease/pur- 
chase agreement for about $300 a 
month. Additional manufacturers' 
lines can be programmed into the sys- 
tem for $250 each. 

Cottrell is working on a system that 
can design a kitchen in a way that is 
similar to the other two. "But our 
main goal is to speed up the process," 
says Cottrell. "The new system won't 
be completely automatic, where all 
you do is plug in the room's dimen- 
sions. We like the human variable in 
the process.” —FRAN J. DONEGAN 
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The Estimator draws elevations (lower portion) and breaks the Riviera 
line into six categories (chart, above) for comparing prices. 


: WALI OVEN COMBO | 
| FROMJENN-AIR | 


THIS IS EITHER 
HE WORK OFAVERY FINE DESIGNER 
OR AVERY SMART CONTRACTOR. 


Finding kitchen components that go together as well as these used to be a job 
only interior designers could handle. 

But our two new Jenn-Air oven combinations make kitchen cooking systems this 
beautiful as simple to order as picking up a phone. 

Start with the famous Jenn-Air cooktop with indoor grilling capabilities and quiet, 
effective surface ventilation. 

Then, instead of having to hunt down component ovens, match it with either our 
new 27" microwave/selective-use convection oven unit (as shown), or our new 24" 
microwave/conventional-radiant oven unit. 

Both offer Jenn-Air quality and innovation along with one-piece construction that 
makes installation simple. 

Both make an excellent match with our Jenn-Air cooktops. 

And both can turn a job that used to take a good designer hours, into a job a 
smart contractor can do in minutes. 


MiMi," JENN-AIR THE FINEST COOKING SYSTEM EVER CREATED. 
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1981 


WINNERS 


Urban in-fill projects took 
5 out of 20 awards in 

the 1981 Homes for Better 
Living awards program, 
reflecting a strong demand 
for in-town housing. 

The annual design pro- 
gram resulted in 11 First 
Honor Awards and nine 
Awards of Merit this 
year. Recycled buildings 
in cities took two First 
Honor Awards and 
one Award of Merit. 
Also, two awards — one 
First Honor Award and 
one Award of Merit— 
went to in-town Section 
8 housing. 

Other First Honor 
Awards were given to 
four custom homes and a 
remodeled turn-of-the- 
century house. 

Awards of Merit were 
also presented to a mer- 
chant-built project, a 
multifamily for-sale proj- 
ect, two custom houses 
and one remodeled cus- 
tom home. 

The HFBL program, the 
oldest design competition 
devoted solely to housing, 
is sponsored by the 
American Institute of Ar- 
chitects in cooperation 
with HousiNG. Two 
juries spent two days 
judging 235 custom 
houses and 168 produc- 
tion housing entries at 
AIA headquarters. —S.L. 
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FIRST 
HONOR 
AWARDS 


purum 
CUSTOM HOUSES 


1. Eastern Pa 
Architect: Hugh Newell Jacobsen FAIA 
Builder: Withheld 


2. Tampa, Fla. | 3. Coatesville, Pa 
Arch.: Rowe Holmes Associates Archs., Inc. | Architect: Bohlin Powell Larken Cywinski 
Builder: Henry M. Butler, Inc. | Builder: Grant Benham 


4. Lexington, Ky 
Architect: Hugh Newell Jacobsen FAIA 
Builder: Owner 


Sr 
CUSTOM REMODELING 


5. Washington, D.C. 
Architect: Hartman-Cox Architects 
Builder: E.A. Baker Co. 


T 
MULTIFAMILY 


— 

6. Portland, Ore. 

Architect: Robert S. Lecb/Architects 
Builder: Silco Construction Co. 


7. San Francisco, Calif. | 8. Albany, Calif. 
Architect: Hood Miller Associates | Architect: Edmund Burger 
Builder: Hood Miller Properties | Builder: Williams & Burrows, Inc. 


7] ES 
MULTIFAMILY SUBSIDIZED 


r^ 


£p 
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9. Oakland, Calif. 
Architect: Peters, Clayberg & Caulfield 
Builder: W&B Constructors 


i eT 
MULTIFAMILY REHABILITATION 


10. Philadelphia, Pa. 
Architect: Baker Rothschild Horn Blyth 
Builder: BRHB Developers 


11. Chicago, IIl. 
Architect: Ken Schroeder & Associates 
Builder: Harper Realty 


For custom houses, from left: (standing) 
Barbara Neski Fata; Don Hisaka Ata, jury 
chairman; John Field ata; Linda A. Pinto, 
associate member Ala; Walter F. Wagner, 
editor, Architectural Record; (seated) Mat- 
thew Eric Poe, architectural student; Jef- 
ferson Riley Ai^ 


For production houses, from left: June 
Voliman, senior editor, Housing; Howard 
J. Backen ^i^, jury chairman; James F. 
Culpepper, associate member ata; Yvonne 
Kearney, architectural student; Peter Sam- 
ton Fata; Philip Sheridan, builder; Rem- 
mert Huygens AIA 
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AWARDS 
OF 
MERIT 


——————a 
CUSTOM HOUSES 


12. Omaha, Neb. | 13. Santa Clara County, Calif. 
Arch.: Bahr Vermeer & Haecker, Archs., Ltd. | Architect: Fisher-Friedman Associates 
Builder: Gary Bowen | Builder: Vintage Construction Co. 


aa 
MERCHANT BUILT 


br rae 


4. Orinda, Calif. 15. Saratoga, Calif. 


Architect: David C. Boone, Carl Kolbeck Architect: Goodwin B. Steinberg Associates 
Builder: Boone/McNair Builder: Wesley Otis 
== 
MULTIFAMILY 


16. San Francisco, Calif. 17. Houston, Tex. 18. Lake Bluff, Ill. 


Architect: Fisher-Friedman Associates Architect: Taft Architects Architect: Nagle, Hartray & Associates, Ltd. 
Builder: Perini Construction Builder: Ted Callaway Builder: A.L. Construction Co. 


= Sea 
MULTIFAMILY REHABILITATIONS 


19. Brooklyn, N.Y. 

Architect: Rothzeid Kaiserman & 
Thomson, P.C. 

Builder: Ben Fishbein 
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20. Bangor, Me. 
Architect: CBT/Childs Bertman 
Tseckares & Casendino Inc. 


! Builder: Myerson/Allen & Co. 


ThermaSol transforms any tub or shower stall 
into a full professional steam room. Install 
compact steam unit under vanity, in a closet, 


basement, or attic. 


Think of the extra profit. 


Now you can offer your customers the 
benefits of a steam bath at less than the 
cost of a color t.v. 

The therapeutic benefits and soothing 
comfort of ThermaSol steam bathing are 
well known to your customers as over 10 
million guests in hotels and motor inns 
across the country have enjoyed Therma- 
Sol personal steam baths. 

Offer ThermaSol steam baths, spas or 
whirlpools in all your bath remodeling 
jobs, or as an "extra" anytime. 

Your customers will thank you for it. 
Installation is easy and fast, causing a 
minimum of disruption in the bath area. 
ThermaSolis the world's largest and most 
experienced manufacturer of steam bath 


equipment. We offer a complete line of 
personal steam baths, spas and whirlpool 
baths 

A five year product warranty is backed by 
a national network of sales and service 
personnel. 

For the name of your nearest ThermaSol 
distributor, call our toll free number listed 
below or write: 


Consumer Products Division 


THERMA for 

IN-ROOM STEAM BATHS 
ThermaSol Plaza 
Leonia, NJ 07605 


Toll-free: 800-631-1601 
In New Jersey: 201- 947-6222 


Circle 47 on reader service card 
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Lam interested in a ThermaSol # 
personal steam bath L| 
Please send me complete 
information. 
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Address 
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NEWS/ MERCHANDISING 


CAROLE EICHEN 
Carole Eichen Interiors 
Fullerton, Calif. 


How to master 
bathroom 
merchandising 


N. matter how luxurious a 


bath looks, it won't help you sell 
your homes unless it’s practical as 
well. So the first step in successful 
merchandising is to make sure your 
bathrooms suit your buyer's needs. 

Pretend you're the person you're 
trying to attract —a single woman, 
the parents of school-age youngsters 
or whomever. With that person's 
lifestyle in mind, *walk" through 
your model while it's still on paper. 
You may see problems you've never 
noticed before, such as a secondary 
bath that's too cramped to accom- 
modate two children getting ready 
for school at the same time. Or you 
may see an opportunity to make a 
good layout more exciting —c.g. by 
removing partitions so that a glam- 
orous mirrored dressing area can be 
seen from the master bedroom. 

A sense of touch. Next, you and 
your interior merchandiser should 
decide how to outfit the bath- 
room(s). Budget as much money as 
you can for fittings, the vanity top 
and the tub surround. Not only do 
most prospects inspect these items 
when touring your model baths, but 
after they buy a home they'll be 
touching them every day. So attract- 
ive and easy-to-use faucet handles, 
for example, can continually rein- 
force the belief that buying from you 
was a good investment. 

It's important to remember that 
you're making decisions for the buy- 
er that he or she is going to live with 
for a long time: He can't change a 
tub surround as readily as he can the 
color of a bath mat or cven the wall- 
paper. 

Neutral territory. For the same 
reason when thinking about options 
you should consider the decorating 
expertise of your buyers, as well as 
their pocketbooks. Offering many 
choices may seem like a good selling 
tool, but it can backfire if your buy- 
ers are inexperienced. 

Imagine, for example, the poor 


novice homebuyer who thinks bright 
orange tile is a decorator's dream. A 
year later he or she may be unhappy 
with the bathroom—and with you, 
the builder, for permitting such a 
mistake. 

So when it comes to such things 
as tile, flooring, and fixture colors, it 
is best to let most first- and second- 
time buyers select from three or four 
neutral colors. 

These guidelines are, of course, 
generalizations. But here are some 
specific professional tips on mer- 
chandising baths for different types 
of buyers: 

A bachelor's bath. Chances arc 
that there will be only one bathroom 
in a unit selling to single first-time 
buyers. Compartment it so that the 
owner can reserve a personal groom- 
ing space when he has guests. 


JOHN. BARE 


In the single man's bath shown 
below, for example, there is a small 
dressing area with sink that can be 
completely closed off from the rest 
of the bath. 

Consider the all-purpose nature of 
the bath when picking a color 
scheme, too. Neutral tones are best, 
because the buyer will not feel as 
free to individualize the bath as he 
would if it were never shared. 

Neutrals are also a wise choice be- 
cause the first-time buyer has a tight 
budget: He won't be able to redeco- 
rate often if at all. For sales appeal, 
you can jazz up the bath with 
brightly colored towels, plants and 
other accessories. 

And don't overspend on outfitting 
a bath for this market: The first- 
time buyer's chief concern is that all 
the necessary fixtures be included, 
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rather than whether they're top-of- 
the-line or not. Paint-grade cabinet- 
ry, a plastic laminate countertop and 
a fiberglass tub surround are fine. 
Don't skimp on mirrors, however. 
They should be tall enough so that a 
6-ft. 4-in, buyer can see himself with 
room to spare. What's more, mirrors 
will visually stretch a small bath. 
Mom and Dad's bath. A sepa- 
rate master bath is often a new luxu- 
ry for a family purchasing its second 
home. Draw attention to the fact 
that the bath is an extension of the 
parents' private bedroom. One way 
to do this is to use the same, or simi- 
lar, wallcovering in both rooms. And 
it can be a more-expensive material, 
such as the grasscloth used in the 
master bath shown below. These 
buyers are moving up in the world 
and they relish a "designer" look. 


For this market, light fixtures 
should be decorative, as well as prac- 
tical. In the bath below, for example, 
we used weathered brass lamps with 
opaline shades. What's more, there 
is matching weathered brass trim on 
the shower doors (not shown). 

Be sure to keep the overall mood 
of the bath subdued, however. Most 
second-time buyers don't feel able to 
duplicate an ultraglamorous bath, 
and they can't afford to hire a pro- 
fessional to help them. 

The high-status bath. You can 
go all out when you're selling to 
third- or fourth-time buyers or to 
luxury buyers of any age. 

These prospects have become sure 
of their tastes over the years, or they 
can rely on an interior designer for 
advice. 

So colors can be strong —navy 


PHOTOS: LELAND LEE 


Master bath for move-up buyers (above) is stylish, 
yet subdued. Note his-and-her sinks. Project: Shadow 
Run, Thousand Oaks, C. Builder: Warmington 
Development Co. Carole Eichen Interiors project di- 
rector: Sue Schug. 


Bath for a single man (left) looks uncluttered. Note 
the separate dressing area (ar right in photo). Project: 
Millstream, Huntington Beach, Calif. Builder: Schaf- 
fer Development Co, 


Master bath for luxury-seekers (above) is even mir- 
rored around the tub. For this market, drama is more 
important than easy maintenance. Project: Villa Vista, 
San Diego, Calif. Builder: Christiana Co. Carole Eich- 
en Interiors project director: Margo Hazlett. 


Master bath for veteran homebuyers (left) fea- 
tures custom touches, such as a ceramic tile count- 
ertop which matches tilework around the tub and 
shower. The tub is oversized, sinks are self-rimming 
and fixtures are 24-karat gold with porcelain knobs. 
Buyers won't be scared off by the highly coordinated 
look of this bath: Many are third- or fourth-time pur- 
chasers who can afford to hire an interior designer. 
Project: Los Lagos, Palm Desert, Calif. Builder: Gen- 
try Construction Co. 


blue or burgundy, for example. 

And this is one group that should 
be offered many options. Buyers 
spending, say, $300,000 for a home 
won't be satisfied with less than a 
beautiful palette of color schemes to 
choose from. 

Neither will they overlook any de- 
tail of your model baths. So make a 
strong impression wherever you can. 
For example, did you ever consider 
using fittings with 24-karat gold ser- 
pentine handles? 

The ultimate for self-indulgent 
buyers is the mirrored bath, The 
skylit bath shown below is a good 
example, Even the shower door is 
mirrored, And the white tile and tub 
were chosen for their reflective qual- 
ity. The result is a glamorous look 
that will excite sophisticated, afflu- 
ent prospects. 
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Formica 
Corporation 


For Cabinetry 


Surfaces that work. New 
beige English Leather and 
Finnish Oak laminate 
designs in tandem with 
handsome oak edging. 


FORMICA” brand laminate. 


The natural material for a 
look that works. For cabinet 
manufacturers, kitchen 
designers and remodelers. 


decorative laminate 


New Directions 
in Surfaces 


For further information, write: 
Formica Corporation 
Wayne, New Jersey 07470 


FORMICA’ is a registered 
trademark of Formica 
Corporation 
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CONSTRUCTION 
IST GUIDE 


This exclusive feature tells 
what it costs to build the same 
attached house in 100 cities 


The two-story house, shown in plan below, has 1,246 sq. ft. of living area. Its construction 
is wood frame on slab. It is an interior unit, sharing party walls with houses on both sides. 
And its quality is "above average," according to the experts who compiled this Cost 
Guide—the Cost Information Systems Division of the McGraw-Hill Information Systems 
Co. They broke the house down into 13 elements, also shown below, and then calculated 
the labor cost, materials cost and the cost per square foot of living area for each element in the 100 
markets listed on the next seven pages. 

The 100 markets were selected primarily because of their size; 85 are among the most populous sMsAs 
(Standard Metropolitan Statistical Areas). But geographical distribution was also a factor, All 100 are 
included in HousiNG's quarterly Housing Demand Index. 

A few regional differences in materials and equipment were plugged into the Guide. The McGraw- 
Hill experts divided the country into five climate zones ranging from the coldest (Zone A) to the 
warmest (Zone E), and each market in the tables is labeled accordingly (e.g., cold Minneapolis in Zone 
A, hot Tampa in Zone E). Specs for Hvac, roof insulation and foundations were then altered to suit 
temperature conditions in each zone. Roof insulation is 9 in. thick in Zone A, for example; 6 in. in B, C 
and D, and 3% in. in E. Foundation footings are 4 ft. deep in Zone A, 3 ft. in B, C and D. And in all 
Zone E markets except Los Angeles, foundation costs are based on the use of monolithic slabs with no 
footings. 

Some of the costs may strike you as high— particularly if you build standard units in any appreciable 
volume. There are a couple of reasons for this. 

First, the figures are based on low-volume construction. So there's no allowance for economies of 
scale—namely for volume purchasing and the cost-cutting efficiency that comes naturally with 
repeated production of the same model. 

Second, labor costs are based on union scale—even though most builders go the non-union 
route— because union rates are easier to pin down accurately. 


Foundation excavation and footings 

Floor on grade— fill, concrete, steel-trowel finish 

Roof system—framing, sheathing, insulation plus stairway and second-floor 
framing 

Roofing—shingles, flashing, gutters, downspouts 

Exterior walls—framing, sheathing, wood siding, insulation, paint, wood 
doors, aluminum windows, insulating glass, block party wall 
Partitions—studs, drywall, doors 

Wall finishes—paint, ceramic tile 

Floor finishes—ceramic tile, vinyl asbestos tile, carpeting 

Ceiling finishes—drywall, paint 

Fixed equipment—range, range hood, exhaust fans, refrigerator, counters, 
cabinets, vanities, medicine cabinets, bathroom fittings 

HVAC-— forced hot air heating plus air conditioning 

Plumbing— water heater, bathroom fixtures, kitchen sink, pipes, laundry 
rough-in 

Electrical—light fixtures, switches and outlets, connections for major 
appliances, service panel, wiring 


o 5 IoFT 
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COST GUIDE CONTINUED 


Foundations 
Labor 
Material 
Sq. ft. 

Floors on grade 
Labor 
Material 
Sq. ft. 

Roof System 
Labor 
Material 
Sq. ft. 

Roofing 
Labor 
Material 
Sq. ft. 


Exterior walls 
Labor 
Material 
Sq. ft. 


Partitions 
Labor 
Material 
Sq. ft. 


Wall finishes 
Labor 
Material 
Sq. ft. 

Floor finishes 
Labor 
Material 
Sq. ft. 

Ceiling finishes 
Labor 
Material 
Sq. ft. 


Fixed equipment 
Labor 
Material 
Sq. ft. 


HVAC 
Labor 
Material 
Sq. ft. 


Plumbing 
Labor 
Material 
Sq. ft. 

Electrical 
Labor 
Material 
Sq. ft. 

Totals 
Labor 
Material 
Sq. ft. 
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COST GUIDE CONTINUED 


ro 
s 
A m) © Qj 
3 Ag x = 
< À 
g = & uj 2 
E ) EP tt ea 
j 2 N q 2 
¥ o = x 
A o 2 
d § e 3 
= s/s jz 
a = = = 


Foundations 
Labor 
Material 
Sq. ft. 


Floors on grade 
Labor 
Material 
Sq. ft. 


Roof System 
Labor 
Material 
Sq. ft. 

Roofing 
Labor 
Material 
Sq. ft. 

Exterior walls 
Labor 
Material 
Sq. ft. 


Partitions 
Labor 
Material 
Sq. ft. 


Wall finishes 
Labor 
Material 
Sq. ft. 

Floor finishes 
Labor 
Material 
Sq. ft. 

Ceiling finishes 
Labor 
Material 
Sq. ft. 

Fixed equipment 
Labor 
Material 
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Labor 
Material 
Sq. ft. 
Plumbing 
Labor 
Material 
Sq. ft. 


Electrical 
Labor 
Material 
Sq. ft. 

Totals 
Labor 
Material 
Sq. ft. 
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COST GUIDE CONTINUED 


Foundations 
Labor 
Material 
Sq. ft. 


Floors on grade 
Labor 
Material 
Sq. ft. 


Roof System 
Labor 
Material 
Sq. ft. 
Roofing 
Labor 
Material 
Sq. ft. 
Exterior Walls 
Labor 
Material 
Sq. ft. 
Partitions 
Labor 
Material 
Sq. ft. 


Wall finishes 
Labor 
Material 
Sq. ft. 


Floor finishes 
Labor 
Material 
Sq. ft. 


Ceiling finishes 
Labor 
Material 
Sq. ft. 

Fixed equipment 
Labor 
Material 
Sq. ft. 

HVAC 
Labor 
Material 
Sq. ft. 

Plumbing 
Labor 
Material 
Sq. ft. 


Electrical 
Labor 
Material 
Sq. ft. 

Totals 
Labor 
Material 
Sq. ft. 
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COST GUIDE CONTINUED 


Foundations 
Labor 
Material 
Sq. ft. 

Floors on grade 
Labor 
Material 
Sq. ft. 

Roof system 
Labor 
Material 
Sq. ft. 

Roofing 
Labor 
Material 
Sq. ft. 


Exterior walls 
Labor 
Material 
Sq. ft. 


Partitions 
Labor 
Material 
Sq. ft. 

Wall finishes 
Labor 
Material 
Sq. ft. 


Floor finishes 
Labor 
Material 
Sq. ft. 

Ceiling finishes 
Labor 
Material 
Sq. ft. 

Fixed equipment 
Labor 
Material 
Sq. ft. 

HVAC 
Labor 
Material 
Sq. ft. 

Plumbing 
Labor 
Material 
Sq. ft. 

Electrical 
Labor 
Material 
Sq. ft. 


Totals 
Labor 
Material 
Sq. ft. 
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A Jacuzzi Whirl 


ol bath 


draws a lot more than water. 


If you want to give your J 
new homes extra drawing 4 
power, offer your potential ji 
buyers something no body 
can resist. A Jacuzzi® Whirl- 
pool™ bath. 

We've been the biggest name in whirlpool baths 
for over 25 years. And since homebuyers are face- 
to-face with our national ad campaign, the big- 
gest in the industry, they’re 
| well aware of our name 
and our reputation for qual- 
ity. That gives your houses 
| quite an advantage over the 
competition. In an open 
house situation, a working Jacuzzi Whirlpool 
bath will really pull them in. 

And our Whirlpool baths are easy to install. 


© 1981 Jacuzzi Whirlpool Bath 


Circle 59 on reader service card 


They're pre-plumbed, pre- 
tested, UL and IAPMO- » 
listed. And you can find i E 
the perfect fit for almost 
any space requirement. "n B 
Our colors are also de- 
signed to match your other fixtures. 
Of course, theres no match for the Jacuzzi Whirl- 
pool massage. Call or write for 
| our illustrated catalogues and 
specs. And find out why any- 
thing else is something less. 


| JACUZZI WHIRLPOOL BATH 


Subsidiary of Kidde. Inc 


Call toll free 
(800) 227-0710 


P. O. Drawer J., Walnut Creek, CA 94596 
In California, Alaska and Hawaii call (415) 938-7070 
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Two days of intensive study in... 


Market & Consumer Research 

Competitive Analysis 

Marketing & Merchandising 
Strategies 

Advertising & Communications 
Techniques 

Site Planning 

Product Design 


Here’s why you should attend 


Because even after a slow, shaky start 
the 1980s promise to be the biggest 
boom years in housing history. 


Because to take full advantage of this 
boom you have to know...who your 
buyers are...what they want...and how 
to reach them. 


Because with higher interest rates and 
housing costs accepted facts of life, 
the requirements of those price- 
sensitive buyers are changing rapidly. 


Because today's homebuyers are more 
definite than ever about...why they 
buy...what they buy...and how much 
they're willing to spend. 

And, because to sell housing in the 
'80s a competitive edge is crucial. You 
need a professional approach to 
research, marketing and product 
design. 


Housing's Sales-Effective 
Marketing & Design seminar 
will show you... 


How to identify your buyers and their 
wants and needs 


How to design housing to appeal to 
those buyers and their pocketbooks 


And, how to effectively market your 
housing to those buyers 


Minneapolis, MN, June 8-9, Hyatt Regency 


Specifically, you'll learn... 
Market research 


O How to gather meaningful data on 
our market 

O How to analyse economic facts and 
trends 

O How to document the volume and 
characteristics of housing demand in 

our area 

D How to judge price sensitivity in your 
market 

Consumer research 

O How to identify your target market 

O How to determine housing 
preferences and prejudices 

O How to assess buyers’ willingness— 
and ability—to pay your price 

O How to evaluate their reactions to 
your product 

Competitive analysis 

D Mot io get the —— benefit 
from shopping your competition 

O How to determine what products are 
being built in your area and how 
they're selling 

O How to discover which price ranges 
and financing packages attract your 
potential buyers 


O How to present your housing so it 
stands out in the marketplace 
Marketing 
O How to develop a comprehensive 
marketing plan 
O How to create an overall project 
identity 
O How to establish and administer a 
sensible marketing budget 
O How to use financing packages as 
marketing tools 
Merchandising. 
O How to take advantage of theme 
merchandising 
O How to plan a practical, but 
impressive, model site 
O How to decide when to furnish 
models and when not to 
L1 What it takes to create an effective 
sales office at a reasonable price 
Communications 
O How to build a strong advertising 
and public relations program 
O How to stretch your media dollars 
O How well-coordinated graphics 
contribute to a strong project theme 
O How to design effective brochures 
and sales promotions 


Site planning 
O How to maximize the salability of 
‘our site 
low to plan your site to reflect the 
lifestyle of your target market 
O How to deal with common space 
and recreation areas 
O How to select the best spot for your 
model and sales office 


Product design 

O How to translate your buyers’ wants 
and needs into salable products 

O How to design floor plans directed at 

ific market segments 

O How to create plans that stretch your 
market's buying power 

O How to design housing with energy 
efficiency in mind 


And, you'll also hear... 

O How to use design features as a 
merchandising tool 

O Where to compromise when price is 

the controlling factor 

How to turn plans that don't sell into 

lans that do 

O How to get the most from your 

architect 


You'll study with William J. Devereaux, Jr., manager of the east coast division of Berkus Group 
Architects in Washington, DC; Lester Goodman, president of his own marketing services company, 
Lester Goodman Associates, in Brea, CA and Lewis M. Goodkin, president of Goodkin Research 


Corporation, a real estate and marketing firm based in Ft. Lauderdale, FL. 


Seminar Department, Housing Magazine 


Please complete and return the coupon below to: 
Seminar Dept., Housing Magazine, 1221 Avenue of the 
Americas, New York, NY. 10020. Or you may register 
by calling (212) 997-6692. 


Cancellations and refunds 
Cancellations received later than two weeks before the 
seminar date are subject to a $50 service charge. 


Seminar fee $585 
The full registration fee is payable in advance and 
includes all luncheons, workbooks, tapes and other 
meeting materials. 


Seminar hours 
Registration begins at 8:30 a.m. the first day. Programs 
run from 9:00 a.m. to 5:00 p.m. on both days. 


Hotel reservations 

You will be responsible for making your own hotel 
reservations. In doing so please be sure to say you are 
attending the HOUSING seminar to assure yourself of 
the special rate. To make your reservations call the 
South Coast Plaza at (714) 540-2500; the Bahia Mar at 
cu 764-2233 and the Hyatt Regency at (612) 332- 


Tax deduction of expenses 

An income tax deduction is allowed for expenses of 
education (includes registration fees, travel, meals, 
lodgings) undertaken to maintain and improve 
professional skill. See Treasury regulation 1162.5 
Coughlin vs. Commissioner 203F .2d 307. 


1221 Avenue of the Americas, New York, N.Y. 10020 


Please register me for the Sales-Effective Marketing & 
Design seminar checked below: 


Minneapolis, MIN 

June 8-9, Hyatt Regency 

C] Check payable to Housing enclosed 
O Bill my company 

Bill me 


Name 


Title & Company 


Address 


City 


KITCHENAID INTRODUCES 
A NEW GENERATION OF DISHWASHERS. 
THE KD-20 ENERGY SAVER V. 


“mE U LVULULL 


The best dishwashers we've ever made. 
They use less energy, use less time, use less water. 


New Low Energy Wash Cycle. 
Uses 25% less energy* 30% less time, 30% less water than the Normal 
Wash Cycle it replaces. 
New Energy Saver Dry Heat Off Option. 

Just press a button and dishes are gently dried with fan-circulated air. The 
air heating element stays off, further reducing energy consumption. 
New Sure-Temp Water Heating 
Automatically heats water in every complete cycle as high as 150°F for 
superior cleaning every time. Your buyers can save even more energy and 
money by setting their water heater 20°F lower than other dishwasher 
manufacturers recommend and everything will still come out clean. 
New Quick-Change Vari-Front Panel Pack. 

Each new KitchenAid comes with a Stainless Steel Trim Kit and two 
reversible Vari-Front Panels installed one behind the other. Each side is a 
different color. Almond. Harvest Wheat. White. Onyx Black. 

Or you can insert your own custom wood panel to match your kitchen 
design. KitchenAid also offers a variety of Panel Pack Options and Special 
Edged Finishes. 

New Advertising on Network Television, Consumer Magazines, 
and Locally. Biggest Schedule in KitchenAid History. 


Don't settle for less. 
Certainly there are dishwashers that cost less than a KitchenAid. 
But they don't offer you the energy-saving and quality advantages that 
make your homes easier to sell. For more information, see Sweers Catalog, 
or call your KitchenAid Distributor. 


*Based on current Department of Energy test procedures. 


KITCHENAID. DON’T SETTLE FOR LESS. 


Hobart Corporation, Troy, Ohio 45374 
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Entrance hall from residence in Corona de! Mar, Calif. See pp. 66 and 67 


Sellin 
The High-End Market 


ood times and bad, there's always a 
market—albeit a thin one—for luxury houses. Many are custom homes in the purest 
sense: designed by an architect to suit a particular family's lifestyle. Many more are 
one-of-a-kind spec houses or part of high-end developments. All have many elements in 
common, however, for the best of the spec or production houses take their cue from 
custom homes. 

What do luxury buyers want? First of all, location. So it's often necessary to fit a house 
to a specific site. To enhance and embrace a one-of-a-kind view for example. 

They also demand a sense of graciousness, which involves everything from the scale of 
the rooms to the way details are handled. 

For some examples, turn the page. You'll find ideas from homes— both one-of-a-kind 


and production— that appeal to these critical buyers. 
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HIGH-END MARKET CONTINUED 


Give Them a Sense of Spaciousness — 


and It’s Not 


Square Footage that Counts 


M.. luxury buyers no 


longer want 5,000 sq. ft and 
more. But they want space that’s 
apportioned well and enhanced by 
volume, light and openness. 

There’s a real sense of luxury 
when extra space is given to such 
private areas as the dressing room 
shown at right. Note how the 
room is further expanded with 
built-ins, mirrors and light color. 

And, of course, a certain gran- 
deur is necessary in the public 
areas, for this market likes to en- 
tertain graciously. The living 
room shown on top of the facing 
page, for example, from a replica 
of a Spanish-colonial home, could 
accommodate a crowd or an inti- 
mate gathering equally well. Note 
the scale of the 17th Century 
Dutch painting on the wall: An- 
other requirement of luxury buy- 
ers is space enough to display col- 
lections of art, Oriental rugs and 
other collectibles. 

The contemporary living room 
shown (facing page bottom left) 
and the family room (bottom 
right) illustrate the space-expand- 
ing effects of light—both from 
skylights and oversized windows. 
The openness allows different 
areas to borrow visual space from 
one another, and the built-ins re- 
duce clutter or—as in the family 
room shown—dramatize the vol- 
ume by drawing the eye upward. 
As a result, the spaces seem 
larger. 

The soaring living room win- 
dow shown at near right is in a 
house that’s just 25 ft. square. 
But here again the effects of light 
and volume and the openness of 
the loft above multiply the space 
and create a sense of drama that 
appeals to high-end buyers. 
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Dressing room from residence in Greenwich, Conn. Architect: Alfredo De Vido Assoc., Interior designer: Marlys Hann, N.Y. 


x 
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JEREMIAH BRAGS] 


Living room (seen from loft) from residence in Kenmore, 
Washington. Architect: Jay Fulton, Seattle. 


Living room from residence in Newport Beach, Calif. Architect: Rolly Pulaski, New port Beach. Interior designer: Jan Cassle, Balboa 


lo 


Family room from spec house in Alamo, Calif. Builder 
Sunset Development Co., Livermore, Calif. Interior 
designer: The Inside Story, Palo Alto. 
f 
, 


Living room from residence in Westport, Conn. Architect: 
aha enberg, New York. 
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HIGH-END MARKET CONTINUED 


Give Them a Feeling of 
Graciousness that 
Shows in Every Detail 


uch a feeling of gracious- 
ness is expected in the public 
areas— witness the entries and 
stairways shown here. But gra- 
cious living is not just for show: 
It's important that it also be evi- 
dent in private areas, such as the 
baths shown on the facing page. 
Nor does it necessarily mean for- 
mality, witness the contrast be- 
tween the two baths pictured. 

It's the entries that set the tone 
for a house, and here you should 
do everything possible to make 
them indeed gracious. Allot plen- 
ty of space to the entry area out 
of doors, where the approaching 
visitor should experience a sense 
of arrival as various indicators — 
textured walks, steps, gates, 
planters, roof overhangs, etc.— 
signal he is leaving the public 
sphere and entering a private one. 
And also allot generous space in- 
doors, so the entry does not in- 
trude on the living areas. It 
should not be closed off, however; 
rather, for the greatest impact, it 
should have a long view—to a 
window on the far side of the 
house or to a skylight or stairway 
that draws the eye upward. 

In the entry to the Tudor man- 
or (above right), the approaching 
visitor passes planters, leaded 
glass windows and carved beams 
that set the stage for a most un- 
usual house. Once inside the mas- 
sive double doors (see p. 63), a 
graceful curved stairway carries 
the eye upward to a stained glass 


skylight. 

The two small photos at right : 
show the entry, both inside and Entry from outside (/eft) and inside (right) to spec home in 
out, of a house built on a tight Westwood, Calif. Architect: Christopher Ralph, Malibu. Build- 
city lot. Notice the stained glass ^ T Richard Casey, Malibu 
window and doors. An unusual Entry to patio home at Los 
feature of this entry: three elec- Lagos, Indian Wells, Calif. 
tronically operated skylights Developers: The Gentry 


Company and Gibson Devel- 
opment Co., San Diego. Inte- 
rior designer: Carole Eichen, 

Fullerton. 


(shown closed in photo). 


ROBB Mil: 
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est bath from residence in Corona del Mar, 
Calif. Sce also pp. 63 and 66. 


Entry (behind stairway) to single-family detached house at Los Tesoros, Orange, Calif. Developer: Ponderosa Homes. Master bath from patio home in Atlanta, Ar- 


Interior designer: Color Design Art, Santa Monica, Calif. chitect: Paton Baray Lewis. Developer: Weeks 
Davis & Assoc., Atlanta. 
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Give Them a Chance 
to Show 
Their Individuality . 


Living room from residence in Laguna, Calif. 
Architect: Bert Tarayao, Corona Del Mar. 

ome high-end buyers prefer 
the exotic and try to recreate scenes 
from their travels — witness the 
rooms from the Tudor manor and 
the Spanish-colonial home shown on 
the previous pages. Others consider 
themselves trendsetters and opt for 
the coolly contemporary, as shown 
here. And indeed, clean, contempo- 
rary settings offer a perfect foil for 
art, Oriental rugs and other collec- 
tions. 

They also offer an opportunity to 
use non-traditional materials — the 
stainless steel fireplace shown at top, 
for example—and colors —the bright 
red kitchen shown below. 

Again, openness is an important 
design element, as is evident in the 
houses shown here and on the facing 
page. Or, where some room defini- 
tion is desirable, a half-wall may be 
built, as in the living room above 
and the dining area below. 

Perhaps the ultimate in openness 
is allowing the structural members 
of the house to show. In the living 
room at top, the wood trusses be- 
come design elements as the ceiling 
sweeps upward. And in the house at 
right below, it is the tie beams that 
become design elements. 

In these servantless days, one 
more item must be considered in 
building for the high-end market: 
convenience. This is particularly true 
in kitchens, such as the one shown 
above. Notice the high ceiling —al- 
most 10 ft. high—in scale with the 
rest of the house. This makes possi- 
ble the cabinet arrangement, with 
sliding windows above and below, to 
provide ventilation and to open the 
room to a view. The cooktop is on 
the counter behind the island, and 
the wall cabinets (all custom-made) 
have been built deeper and higher so 
that the range hood could be con- 
cealed in them. Finally, notice the 
real butcher block counters and the 
vegetable sink in the island—both 
there for convenience. 


STEVE ROSENTHAL 


T o 


JEREMIAH BRAGSTAD 


Kitchen from residence in Greenwich, Conn. 
(see also pp. 64 and 71). 


FRANZEN/ESTO 


Dining arca from residence in Bridgehampton, Residence in Mamaroneck, N.Y. Architect: Keith Kroeger, New York, 


68 N.Y. Architect: Ulrich Franzen. 
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Give Them Light 
and —the Ultimate 
Amenity —Views 


f his house— built on 


spec by an architect — pro- 
vides the ultimate in light 
and views, for it was de- 
signed for a bluff overlook- 
ing a scenic river. 

The architect felt that flat 
glass would have diminished 
the view because the mul- 
lions would have interfered, 
and so he designed these 
large, curved shapes, remi- 
niscent of the bay windows 
in old Boston townhouses. 

In addition to views, the 
large windows, which face 
southeast, offer some solar 
heating benefits. An oversize 
return duct and fan have 
been installed to recirculate 
the warm air. Cooling is not 
a problem in summer be- 
cause of the many shade 
trees. Also, the two smaller 
windows on either side of 
each bay open, as do the 
skylights above. Thus breezes 
from the river can cool the 
house. 

This is possible in part be- 
cause the ground floor is 
completely open. The edge of 
a kitchen counter can be 
seen in the dining room pho- 
to at right (see p. 81 for a 
view of the kitchen); the living 
room is behind the fireplace, 
and that room, in turn, is 
open to the family room (be- 
hind the porch in the photo 
above). 

An interesting note: the 
house was designed with a 
professional couple with at 
most one child in mind. And 
indeed it was bought by a 
professional couple with no 
children. And even though it 
is quite large—4,200 sq. 
ft.—with three bedrooms and 
a study, the buyers are plan- 
ning a 2,000-sq.-ft. addition. 


ROSENTHAL 


PHOTOS: ST 
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ROBB MILLER 


Give Them a Bit of 
Luxury — Something to Show 
They've Made It 


deri 
W € sense of luxury may come 
from something as simple as the fire- 
places shown at right or as elaborate 
as the enclosed swimming pools 
shown on the facing page. 

The kitchen is an excellent place 
to convey this sense of luxury (see 
“A room as pretty as any in the 
house," pp. 86-87), as is the bath. 
Notice the two baths shown on the 
facing page: one has a luxurious 
feeling because of the materials 
used — genuine marble and ceramic 
tile—the other because of the large 
space allotted and the unusual back- 
to-back double vanity. Needless to 
say, no matter what materials and 
fixtures are used in such a bath, they 
must all be top-of-the-line. 

Lavish use of wood is another way 
to convey a sense of luxury, as in the 
Denver living room shown below 
right (see also “The Wood Look: How 
to Make It Work," pp. 106-111). 
Here the natural materials used cre- 
ate a casual but nonetheless luxuri- 
ous feeling. 

For the high-end market, mere in- 
clusion of a fireplace isn't enough: It 
must be something special. Two ap- 
proaches: the unusual sculptured 
shapes of the two fireplaces shown 
above and the expensively traditional 
look of the third. Notice the carved 
mantle and the marble facing. 

For a certain type of buyer—a 
type that's becoming more and more 
numerous in these health-conscious 
days—the ultimate in luxury is an 
enclosed swimming pool. A spectacu- 
lar example from California is 
shown on the facing page. But notice 
also the smaller photo: a Connecticut 
house designed for empty nesters 
with an indoor pool as focal point. 
Which serves to emphasize the most 
important consideration in building 
for luxury buyers: They're used to 
having everything— clothes, cars, va- 
cations, etc.—custom-made or cus- 
tomized. And that goes for their 
homes, too. 


Sce also p. 66. 


ROBB MILLER 


Living room from patio home Living room from attached one-of-a-kind home at Caruth 
at Los Lagos. See also p. 66. Homeplace, Dallas. Developer: Jim Williams Jr. 


LAURIE RUBIN 


kt b 
Living room from single-family-detached home in Country Manor, Denver. Developer: Kurowski Development Co. 
70 Interior designer: The Childs/Dreyfus Group, Chicago. 
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Swimming pool from custom home in Laguna, Calif. See also p. 68. 


‘GYISOVUE HYI 


Master bath from single-family-detached 4 Swimming pool from custom house in Greenwich, Conn. See 
home at Los Tesoros. See also p. 67. pe : also pp. 64 and 68. 


Master bath from single-family-detached home at Deer 
Creek, Deerfield Beach, Fla. Developer: KLR Builders, Inc. 
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A New Strategy for 


i 


jl 


see = EY — 


Five Steps That Turn 
Tenants Into Buyers 


dime ! 


With today's high interest rates, the 
profitability of condo conversions hinges 
critically on the converter's ability to get in 
and out of a project fast. The faster the 
sellout, the bigger the converter's bottom 
line. And the quickest way of getting in and 
out, converters are finding, is to persuade a 
higher percentage of a building's existing 
tenants to buy. 

“A few years ago we used to shoot for a 
2090 level of internal conversions," says Bill 
Becker, a real estate consultant based in 
Teaneck, N.J. “Today, we're going for 40%.” 

This higher rate of internal conversions 
means lower interim financing costs for 
condo converters. It also means lower 
marketing and advertising costs—often as 
low as half what the costs would be in selling 
to outside buyers. 

So it’s no surprise that the converters who 
were Satisfied with a 20% level of internal 
conversion a few years ago are now shooting 
for 40%. And 40% is attainable with the 
right approach. Here are the five most 
important steps toward achieving that goal. 
—WALTER L. UPDEGRAVE 
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PICK THE RIGHT BUILDING 


“A good rental building doesn’t necessarily 
make a good conversion prospect,” says Bill Beck- 
er, president of The William E. Becker Organiza- 
tion, a real estate marketing firm in Teaneck, N.J. 
In fact, Becker estimates that only about 10% of 
all apartment projects would make good condo- 
minium conversions. The key is to make sure your 
prospective property is part of that 10%. This 
decision must take into account a number of 
factors, the most important of which are: the 
location of the building; the profile of- existing 
tenants; the building's track record as a rental 
property; and, its condition and appearance. 

Location. The building needn't be located in or 
near a major urban area, although this is where 
conversions are usually established. Conversions 
can and do take place in small cities and their 
surrounding areas. The important thing is select- 
ing an area that has both a tight rental market and 
an active homebuying market. A solid employ- 
ment base and a high number of household forma- 
tions are also good signs. When considering 
whether a location is right for a condo conversion, 
here are positive and negative factors to look for: 
Positive: 

©Tight rental market: low vacancy rates are 
good, waiting lists are even better 

*High construction costs for new homes and 
new condos 

*Good transportation facilities; near major 
highways and close to public transportation 

*Good proximity to schools, recreation facili- 
ties, employment centers and shopping areas 

*Healthy resale market: resales should com- 
mand top price and property values should be 
escalating 

*Limited supply of active projects, both new 
homes and condos 

*Low number of “notices of intent" to convert 
filed with local government 

* Active sales at whatever projects are on the 
market 

*High migration into the arca 

*High percentage of service-related employ- 
ment, 75% or more 
Negative: 

*Restrictive laws or moratoria governing condo 
conversions 

*High vacancy rates at rental projects 

9 Active resistance in the area to multi-family 
housing 

*High percentage of blue-collar employment 

* Low new construction costs 

*Slow resale market 

*High existing inventory of new single-family 
housing or condos 

Tenant profile. You should check existing ten- 
ants to see if the property can generate the num- 
ber of internal conversions you'll need to make the 
project most profitable. Here are some things to 
look at: 

Age. Older tenants are less likely to buy than 
younger ones. A U.S. League of Savings Associa- 


ILLUSTRATIONS: AL HERING 


tions study of condominium buyers found the 
nationwide median age of buyers was 39 years. In 
large cities, the median was 35 years; in small- and 
medium-sized cities the median age for buyers was 
44 and 45 years respectively. 

Income. ^ high percentage of lower-income ten- 
ants will make it difficult to get a high percentage 
of internal conversions. In states and cities that 
require a minimum percentage of tenants to 
approve the conversion, the project might be a 
no-go. 

Track record. You should examine the build- 
ing’s history as a rental project to sce if the 
property is a good conversion candidate. Three 
important factors to look at are: 

Turnover. A high turnover could indicate a 
problem with the property itself — improper main- 
tenance, inadequate facilities, etc.—or a problem 
with the arca—a transient population not given to 
home ownership. 

Vacancy rates. As with turnover, high vacancy 
rates could point to a problem peculiar to the 
property or to the area. A quick check with the 
experience of other rentals in the area should 
pinpoint whether the building itself is the cause for 
high turnover and high vacancy. 

Current Leases. The key here is to have enough 
leases expire to get the conversion going, but not 
so many that the rent roll is seriously cut. Becker 
says the ideal situation is one where about half the 
leases expire within six months of announcing the 
conversion. Then, Becker says, a tenant who 
doesn’t buy should be allowed to remain in the 
building on a month-to-month basis until his unit 
is sold. 

The building itself. According to an annual 
study performed by Edward N. Kelley, who oper- 
ates a property development firm in Highland 
Park, TIl., tenants value the overall appearance of 
a building above everything except location. When 
it comes to buying a specific building for conver- 
sion—or converting a property you already own— 
here are the factors to consider: 

Physical condition. “A conversion is not a 
rehab,” warns Becker. In short, a converter should 
only make cosmetic improvements. If an engi- 
neer's report suggests major structural, electrical 
or plumbing work for a building, the property is 
probably not a conversion candidate. The kinds of 
cosmetic changes consultants like Becker and Kel- 
ley recommend are: 

Exterior: Paint exterior where possible; re-seal 
parking lots and paint new lines for spaces; erect 
new sign at building's entrance; replace or add to 
existing landscaping. 

Interior: Refurbish all common areas, lobby in 
particular; lay new carpet in corridors; paint walls; 
install new light fixtures, door knockers and/or 
peepholes; fix up elevator cabs. 

The units: Clean, paint and carpet units; install 
new flooring and appliances—range, oven, dish- 
washer, refrigerator; replace worn and shabby 
bathroom fixtures, otherwise clean them; grout 


. and caulk tile work in bathroom. 


Unit mix. The right mixture of studios, one-, 
two- and three-bedroom apartments, will vary 
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from market to market. In a retiree market like 
Miami, notes Craig Studnicky, JPS Associates, 
Miami, Fla., two-bedroom units and two-bedroom 
with den apartments are popular. In urban areas, 
smaller units are in higher demand. As a general 
guide, Becker suggests this unit mix: 60% two- 
bedroom, 25% studio and one-bedroom, the 
remaining 15% three-bedroom. For major urban 
areas, Becker says go with up to 40% studios and 
one-bedroom units, 10% three-bedroom and the 
rest two-bedroom units. As for size, studios can be 
as small as 500 sq. ft., one-bedrooms 800 sq. ft., 
two bedrooms 1,100 sq.ft., and three bedrooms 
1,300 sq. ft. 

A caveat: If the building's location, physical 
condition and previous tenant history have com- 
bined to give the property a bad image—the 
wrong people live there, management is unrespon- 
sive, and it's on the wrong side of town— you will 
have to decide if that image problem can be 
overcome. Often it can, but more time and higher 
marketing costs should be budgeted for converting 
a building that has a negative image. 


PRICE UNITS TO SELL TENANTS 


Pricing condo conversion units is a tricky 
ordeal. The aim is to hit a price low enough to 
attract existing tenants and get the conversion 
moving, but not so low that you wind up giving 
away potential profits. Another consideration: In 
areas where conversions are competing with newly 
constructed condos, the conversions must general- 
ly come in somewhere between 20% and 30% 
below the price of the new units. 

A final important factor in pricing is that 
existing residents see the price not so much in 
terms of the overall price tag, but in terms of 
monthly cost— specifically how monthly carrying 
costs compare to their present rents. 

Here are a few rules of thumb converters some- 
times use to determine quickly if a project is viable 
or not: 

Rental multiplier. One fast way to roughly 
price units is to multiply the rental unit's monthly 
rent by a multiple. Becker suggests a multiple of 
125, but this can go to 140 or higher depending 
upon the location and amenity level of the building 
and the condition of the housing market in the 
area. Becker stresses that the rent figure to be 
used in this computation is the current market 
rent plus the next planned increase. For instance: 
A unit rents for $250, but comparable units in the 
area go for $280. Use the $280 rent and add next 
year's increase, say $20. The $300 figure multi- 
plied by 125, and then by 140, yields a price range 
of $37,500 to $42,000. This range is the starting 
point from which tenant discounts are set. 

Cost approach. Another handy rule of thumb 
is to figure what price an average unit would have 
to fetch based on the cost of acquiring and con- 
verting the building. Here you estimate total costs 
for the building, divide by the number of units and 
divide again by 70%. Ed Kelley refers to this as 
the 70/30 rule. For this calculation, Kelley 
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includes the following costs: acquisition, all legal 
and organizational expenses; sales, marketing, and 
administrative expenses; closing costs and loan 
reservation fees; operating losses, discounts and 
warranty expenses; and cost of upgrading the 
building. What the 70/30 rule basically says is 
that total costs shouldn't exceed 70% of the esti- 
mated gross sales. 

Carrying costs vs. rent. Once you've arrived 
at a rough unit price, compare it to the rents 
tenants are currently paying. This can be done as 
follows: 

Assume a tax bracket appropriate for tenants in 
the building and figure the monthly carrying 
costs—principal, interest, taxes, insurance, and 
condo fee— net of tax savings on an 80% mortgage. 
Your internal conversion rate should be higher if 
this figure and existing rents are not too far apart. 
For a prime urban location, Ed Kelley says the 
carrying costs can be 60% higher than rents 
without undermining internal conversions. If the 
urban location is less than prime, they shouldn't 
exceed rents by more than 50%. For prime subur- 
ban locations, Kelley says carrying costs shouldn't 
exceed rent by more than 30%, and not by more 
than 20% for secondary suburban locations. 

None of these rules is ironclad. But once a 
converter gets outside these boundaries, the proj- 
ect should have something extra going for it in the 
way of location, amenities, or reputation. One 
final note: While an average price-per-unit can 
help make the decision as to whether a project is 
go or no-go, final pricing should be highly special- 
ized. Same-sized units on the same floor have 
differences and should be priced differently. One 
might be closer to the elevator; another has a 


UPDATE: 
Anti-Conversion Laws 


Below is a roundup of prohibitions 
and restrictions on condo conversion 
for 14 states and the District of 
Columbia. Local restrictions, too nu- 
merous to list here, may also apply. 
Arizona: Converter must notify ten- 
ants of conversion at least 120 days in 
advance of termination of tenancy. 
Tenant gets exclusive right to pur- 
chase his unit for a 30-day period. 
California: Law requires that tenant 
get 120 days’ notice of intention to 
convert. Tenant has exclusive right to 
purchase his unit on terms and condi- 
tions at least as favorable as those 
offered to public. Over 20 communi- 
ties and some counties have adopted 
some form of conversion ordinance in 
addition to the state law. 

Colorado: A 90-day written notice of 
conversion is required. Tenancy can- 
not be terminated before existing 
lease expires, except with consent of 
tenant. 


Connecticut: Converter must give ten- 


ants at least 180 days’ notice of intent 


better view. There is always something to hang a 
price differential on, and the converter should do 
this as much as possible. Buyers prefer choices, 
and offering different prices is a good way to let 
them exercise that preference. 


NOTIFY THE TENANTS 


Laws governing the length of notice that 
must be given to tenants of intent to convert vary 
from state to state and even city to city within the 
same state (see box, below). Still, because initial 
tenant reaction to the conversion announcement is 
crucial to the internal conversion rate, the convert- 
er should always have a plan for breaking the news 
to tenants in a way that will allay fears and 
present the conversion in the best light. The rea- 
son: Bad publicity and organized tenant resistance 
can turn what should be a quick, smooth process 
into a sticky legal and media battle. Also, a mass 
exodus from the building would cut the rent roll, 
hurt cash flow and result in higher financing costs 
for the conversion. Here is how the conversion 
should be announced: 

Owner's letter. If you're converting a building 
you've just bought from another owner, a letter 
from that owner should announce the sale of the 
building and the new owner's intent to convert it 
to condominium. If possible, this should be sent 
out prior to filing the condominium documents. In 
states where this isn't possible, the letter should go 
out the day of or day after filing. 

The letter should be brief and appear on the 
owner's letterhead. It should be written, however, 
by the converter, or under his guidance. The letter 


should assure the tenants of the fine reputation of 
the converter, allude to plans to renovate the 
building, and assure the tenants the conversion 
represents an excellent opportunity for them to 
enjoy the benefits of home ownership. 

Converter's letter. This letter follows the own- 
er's letter by a day or two. In addition to also 
announcing the plan to convert the building to 
condominium, the converter's letter should: 

Assure tenants you, the converter, understand 
the shock, anxiety and even dismay the tenants are 
feeling. Ask for the opportunity to talk with them 
and dispel those feelings. 

Dispel fears of eviction. Tell the tenants how 
long they'll have to make up their minds to buy 
and how long they can stay in their apartments. In 
most cases this is a matter of state or local law. 

Tell residents they will get a substantial price 
advantage over the public should they choose to 
buy. Don't go into specific prices. 

Point out how condominium prices have risen in 
recent years. Note that instead of throwing away 
rent, residents can be building up equity. 

Note that there are substantial tax advantages 
to condo ownership. Ask tenants to come in and 
find out about those bencfits. 

Tell them you plan to renovate the building and 
the units, making the property even more attract- 
ive and a better investment. Again, don't go into 
specifics in this letter. 

Tell them you hope they will buy, that you want 
them to stay on as owners. Also tell them you have 
a financial package that will help them do so. 

Let them know the next step, whether it's a 
salesman dropping by with a packet of informa- 
tion— price sheets, renovation plans, financing 


to convert. During first 90 days of this 
period, tenant has exclusive right to 
purchase his unit. Tenant has right to 
remain on premises until existing 
lease expires. In some cases converter 
must provide non-purchasing tenants 
with relocation information and relo- 
cation assistance payments. 


Washington, D.C.: Converter must 
get approval of over 50% of tenants to 
convert. Tenants’ association has 
right of first refusal to buy building. 
Tenants 62 years old and over with 
income under $30,000 a year get life 
tenancy. 


Florida: Tenants in building over six 
months get 270 days’ notice of con- 
version, others 180 days’. Tenants on 
premises over six months get 45-day 
right of refusal to purchase unit. Con- 
verter may give these tenants one 
month's rent in exchange for reducing 
occupancy from 270 to 180 days. 


Illinois: Tenant gets 120 days’ notice 


of intent to convert and right of first 
refusal during that period, 


Maryland: Converter must give ten- 
ant 180 days’ notice of intent to con- 
vert, Lease may be extended for 180 
days on the same terms or terminated 
on 30 days’ notice. If building is more 
than five years old, prospective buyers 
must be shown property reports and a 
projected operating budget. 


Massachusetts: There is no state law 
governing conversions, although cities 
may adopt regulations. Boston, for 
instance, requires converters to give 
tenants a one-year notice of conver- 
sion. This is extended to two years for 
certain low-income elderly and handi- 
capped tenants. 


Michigan: State law has a two-step 
process. First, converter files non- 
binding reservation of purchase for 
building to test potential conversion 
market. Second, converter requests 
permit to sell conversions. Tenants 
get 120 days’ notice before sales can 
begin. The elderly and handicapped 
are assured at least one-year tenancy 
after notice, 


New Jersey: Converter must give 60 
days’ notice of intent to convert and, 
after that period, may serve a three- 
year notice of intent to institute evic- 
tion proceedings. Tenants get right of 
first refusal for 90 days after convert- 
er gives notice of intent to convert. 
Courts can authorize up to five one- 
year stays of eviction at the end of the 
three-year period until the tenant has 
been offered a “reasonable opportuni- 
ty” to examine and rent “comparable 
housing." 

New York: A complex state law dif- 
fers for rent-controlled and rent-sta- 
bilized apartments in regard to 
notices of eviction, continued occu- 
pancy and other issues. New York 
City and suburbs have a variety of 
laws, generally providing for 35% ten- 
ant approval for conversion and life- 
time tenancy for persons 62 years of 
age or older whose annual incomes 
are under $30,000. A converter may 
choose to convert with 15% approval 
of tenants, but the converter may not 
evict tenants under this process. 


Pennsylvania: Law requires one-year 
notice of intent to convert and six- 
month right of first refusal for ten- 
ants, Public hearings must be held at 
least 30 days before a notice of con- 
version. A two-year lease extension is 
allowed for certain elderly and dis- 
abled tenants. 


Texas: State law requires only that a 
declaration of condominium conver- 
sion be filed at the county clerk’s 
office. 


Virginia: Converter must give tenant 
180 days’ notice to vacate premises. 
Tenant gets right of first refusal dur- 
ing that same 180-day period. Law 
may require that developers provide 
relocation assistance. 


For a complete report on current 
and pending legislation affecting con- 
do conversion in most states and 
many Cities, write: 

National Multi Housing Council 

1800 “M” Street 

Suite 285-N 

Washington, D.C. 20036 
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opportunities—or, in the case of a large project, a 
second mailing with this information enclosed. 

Resident’s package. So residents are ready to 
talk to salesmen about buying units, the converter 
should follow up his letter with a package of 
information giving details on the conversion. The 
package should be in the tenants’ hands, says Bill 
Becker, no later than a week after the converter’s 
letter arrives. The package should include: 

*Floor plans of all units (in case a resident 
wishes to purchase a unit other than his own) 

9 Price list for all units 

* Condo association budget and fees 

* Financing programs available 

*Rent-versus-buy analysis 

* Agreement of sale and reservation agreement 

*Reply card to set up an appointment 

Meeting the tenants. After the tenants have 
been given their resident package, the next step is 
to meet with them to answer questions and get the 
sales process moving. The first meeting usually 
doesn’t close many sales, but serves as a way to 
invite residents into the sales office for a full 
presentation. There are two widely disparate 
schools of thought on how this meeting should be 
handled. There’s the “group meeting” school and 
the “person-to-person” school. 

Group meeting. This may be the only choice in a 
large project. Some converters like a group meet- 


ing because it gets a lot of questions out of the way 
in one fell swoop. Other converters say organized 
tenant resistance is the last thing a converter 
needs, and getting the tenants together in a large 
group breeds resistance. Group meetings, says 
Becker, work well with a younger crowd, especial- 
ly when done in an informal setting—a wine and 
cheese party, for instance. Still, Mike Brenneman, 
a Washington, D.C. converter, warns those taking 
the group approach that “you'd better be able to 
think on your feet and perform well under pres- 
sure." 

Person to person. The advantage of a personal 
meeting is that a salesman can slant the pitch to 
the prospect. Disadvantage is that it requires a 
large sales staff. Becker recommends this 
approach in small buildings or when dealing with 
middle-aged and older buyers. 

The "Influentials." In almost every building 
there is a small group of people the other residents 
look up to as leaders. Becker calls people in this 
small group "influentials." He recommends going 
to the influentials with a preview of the resident 
package to get their reaction before taking it to 
the residents at large. This is done on an individual 
basis and no earlier than two days before the 
conversion announcement. If you can get a com- 
mitment from an influential, it often helps sell 
other tenants in the building. 


L 


By Vern Hoven 


Can a landlord 
convert his own 
building and 
still claim 

a capital gain? 


Yes, the owner of a rental project can 
convert his property to condominium sta- 
tus without losing capital gains treat- 
ment on the income he or she gets from 
selling the converted units. To see how 
this is done, and how such an owner- 
converter increases the after-tax income 
by doing the conversion, take a look at 
the following example: 

The facts. Assume you own an apart- 
ment building purchased 20 years ago 
for $1,200,000 on which you've accumu- 
lated depreciation of $600,000. Also, 
assume you can sell the building to a 
buyer for $2,400,000 (Option 1), or con- 
vert it on your own at a cost of $600,000 
and sell the converted units for 
$3,600,000 (Option 2). Let's examine 
both options. 

Option 1. Since you've held the proper- 
ty for more than a year, your income 
from the sale would be taxed as a long- 
term capital gain. Whether you sell to a 


The Tax Angle on Condo Conversions 


converter or to an owner who will oper- 
ate the building as a rental will not affect 
your tax bill. Certain pre-sale activity 
which suggests you prepared the build- 
ing specifically for sale to a converter— 
installing individual metering where it 
previously didn't exist; doing conversion 
market studies— could taint the sale and 
jeopardize capital gains treatment. Such 
activity aside, the sale results in a capital 
gain. 

Option 2. If you convert the building 
yourself, you will most likely forfeit capi- 
tal gains treatment. True, you operated 
the property as a rental for 20 years. 
True, the appreciation of the building 
during that time normally constitutes a 
long-term capital gain. But the Internal 
Revenue Service has ruled that the 
appropriate time to characterize whether 
a property is held “primarily for sale" or 
for “investment” is at the time of sale. In 
this case, when you sell the conversion 
units, you are holding the building “pri- 
marily for sale." The 20-year history of 
the building as a rental becomes, in the 
eyes of the IRS, irrelevant, and your 
income is taxed as ordinary income. 

Options 1 and 2 in the tables (facing 
page) show how this affects after-tax 
income. Note that even though gross 


sales are higher in Option 2— $3,600,000 
vs. $2,400,000— after-tax income for 
Option 2 is $240,000 /ess than that for 
Option 1. 

Saving the capital gain. There is a 
way for the owner to do the conversion 
and still receive capital gains treatment: 
You form a corporation which issues its 
own stock in at least partial exchange for 
your property. This sale/exchange is 
made at the fair market value of the 
property. This way, you, the owner, get 
capital gains treatment on the sale of the 
building to the corporation. The corpora- 
tion does the conversion and claims ordi- 
nary income on the difference between 
its purchase price— what you sold it 
for—and the gross sales. 

By going this route, you combine the 
capital gain from the sale to the corpora- 
tion with your share (you hold shares in 
the corporation) of the corporation's 
gain, which is taxed as ordinary income. 
Option 3 in the table shows this results in 
an after-tax gain of $2,479,500— higher 
than either Option 1 or 2. 

Important caveat. In order to use the 
"sale of rental property to your own 
corporation" plan described in Option 3, 
the owner-seller must hold less than 80% 
of the corporation's stock after the 
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MARKET TO CREATE URGENCY 


The aim here is to create an atmosphere 
that will make indecisive tenants want to buy. If 
your tenants flee the premises, it may indicate you 
are injecting too much urgency. 

A good sales climate is created by: One, show- 
ing residents they are in the unique position of 
being able to buy at a much lower price than the 
public; two, convincing them that if they don’t 
take advantage of the opportunity there are plenty 
of people outside the building who will—even at a 
higher price. Here’s how this is done. 

Discounts. Offer tenants anywhere from 10% to 
15% discounts on unit prices for a limited period 
of time. At a conversion in Birmingham, Ala., the 
converter offered a $3,000 discount on one- 
bedroom units that sold for $29,000 to $31,900, a 
$4,000 to $5,000 discount on two-bedroom units 
selling for $41,900 to $49,900, and a $5,000 to 
$6,000 break on three-bedrooms priced between 
$48,900 and $50,900. The discounts were offered 
for 30 days. 

Sliding scale. Offer a 15% discount to those who 
buy within the first two weeks of the announce- 
ment. Drop that to 10% for the next two weeks, 
then to 7% for a week, and finally to 4% for a 
week. 


Cash bonuses. Offer a cash bonus to tenants who 
buy within a specific period of time after the 
announcement. Or offer it to the first 10, 20 or 30 
who buy. Cash bonuses can also be set up on a 
sliding scale and they can be used along with 
discounts. The bonuses needn’t be paid in a lump 
sum. They can be paid on a monthly basis over a 
year or they can be applied against closing costs or 
the sales price at closing. 

Priority waiting list. Even during the time 
when tenants have exclusive right to purchase, the 
converter should be advertising to the public by 
offering places on a priority waiting list. A person 
on the list gets first crack at the units when the 
sales open up to the public. This way, you get a 
jump on sales to the public and put pressure on 
tenants at the same time. So the list represents 
truly interested buyers, most converters require a 
refundable deposit ranging anywhere from a few 
hundred to a thousand dollars. To build up this 
waiting list, the converter might offer a break on 
the price, but the discount should not bring the 
price equal to the resident's price. The priority 
waiting list program should also be offered for a 
limited time period. 

Follow up with tenants. Keep the pressure on. 
Remind the tenants they've got to make a choice 
and time is running out. Remind them of cut-off 
dates for discounts. Keep them posted on the 


sale/exchange of the property. If he 
holds 80% or more of the stock, no gain 
is recognized in the exchange and the 
corporation must use the same basis— 
$600,000, which is the original purchase 
price minus accumulated depreciation — 
in figuring its taxable gain that the own- 
er used in Option 2. In short, the corpo- 


"Original purchase price minus accumulated depreciation 


ration would be in the same situation as 
you were in Option 2. 

Owners of rental properties who are 
considering this option as a way to do a 
conversion and preserve capital gain 
treatment should ask an accountant or 
tax attorney for advice. Besides the 80% 
rule, there are other factors far too com- 


$3,600,000 
—600,000 
3,000,000 
—600,000 
2,400,000 
Not eligible 


2,400,000 
x50% 
1,200,000 


3,000,000 
1,200,000 
$1,800,000 


1,800,000 
_—o— 


$ 1,800,000 


“Effective corporate tax bracket 


plex to address here which, if not 
accounted for, could result in forfeiting 
the capital gain treatment the owner- 
converter is seeking. 


Vern Hoven, C.P.A., is a founding partner in 
the public accounting firm Hoven, Vervick & 
Amrine, P.C., Missoula, Mont. He writes and 
speaks frequently on real estate tax issues. 
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CONDO CONVERSIONS CONTINUED 


progress of the priority waiting list program. The 
converter is allowed to show models of converted 
units to outsiders during this period in most cases. 
He should take advantage of this. It lets the 
tenants see the outside interest in the building. 

Handling problems. This is a time when bad 
publicity and tenant resistance can cause the most 
damage. If not handled properly, they can slow the 
momentum that should build as the conversion 
begins. Here are a few suggestions: 

*Avoid meeting complainants in groups. Pro- 
blems are best handled on a one-to-one basis at 
this point in the conversion 

®Get grievances in writing. Often this reduces 
the number and fervor of complaints and it does 
away with the arguing back and forth oral con- 
frontations produce 

®If the tenant group has a lawyer, he wants to 
let them know he's earning his fee. That means 
he'll be in to see you regardless of whether he has 
any real grounds for dispute. Sometimes it's a 
good idea to have a few "bones" ready to throw 
him—concessions you are already prepared to 
make. That way he looks good, you look good, and 
tenants are mollified 


SELL THE PROJECT WITH SPEED » 


way to woo tenants and a priority waiting list ad 
campaign bringing in outsiders, the sales effort 
can begin. 

Conversions tend to bring in a wider variety of 
buyers than new homes. Condos draw buyers 
looking for starter housing; people priced out of 
the new home market; investors who view condos 
as a real estate investment; and, of course, the 
tenants who were there when the building was 
converted. The sales effort must cater to the 
sometimes diverse needs of all these groups. Here 
are the important elements to the sales effort. 

Furnished models. Most converters prefer to 
use furnished models whenever possible because 
models show the units to the best advantage. If 
possible, furnish a model for the different types of 
units being offered. If the project isn't large 
enough to warrant that much of an expenditure, 
try to select two or three models that typify the 
mix and furnish those. The expense for furnishing 
models in most conversions usually falls some- 
where between '4% and 4% of gross sales. 

A caveat: Models should present the unit exact- 
ly as the buyer will get it. Don't use them as a 
starting point for adding options, the way models 
are used in new homes. When dealing with exist- 
ing structures, options cause too many complica- 
tions and eat up the converter's profit margin. 

The sales office. Even projects too small to 
merit models should have a well-designed sales 
office. Which means the office should be more 
than a place to greet prospects and sign contracts. 
If the project has a theme or a certain image, the 
sales office should carry this theme or image 
through. The drawing on this page details what an 
effective sales office should include. 
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Incentive for salespeople. The compensation 
system should keep salespeople on their toes. 
Straight salary usually doesn't do this. A salary 
plus bonus plan can work, but not if the payment 
of the bonus is too far off from the time of the 
sale. This distorts the connection between per- 
formance and reward in the salesperson's mind. 

Many conversion consultants recommend giving 
salespeople a bonus with each unit sale, or a bonus 
on each sale after a certain quota of sales has been 
met. Straight commission is a good motivator for 
top-flight salespeople, but the project must gener- 
ate a high enough volume for this kind of compen- 
sation to be effective. 

In addition to whatever compensation plan is 
chosen, other incentives such as prizes, special 
bonuses, contests, holiday trips, etc., can help spur 
sales. Some converters offer a unit to salespeople 
at the residents’ price after a certain number of 
units are sold. This should be offered on the 
condition it can't be resold until all or most other 
units in the conversion have been sold. 

Tailored pitch. Different prospects look for 
different things in conversions. Existing residents 
compare carrying costs to current rents. Outsiders 
might compare the conversion price tag to that for 
new housing. Other buyers are interested in how 
condo prices are appreciating. 

Salespeople should tailor the selling pitch to the 
particular needs of each prospect. And to do this 
they should have the proper materials and graph- 
ics, namely: tables showing the buyer's carrying 
cost net of tax savings for different tax brackets; a 
schedule that shows how much rent a tenant will 
have paid over a given amount of time versus how 
much equity he could build up should he purchase; 
data on price appreciation of condominium units 
over recent years. 


Prototype sales center, designed by The Edward Or- 
ganization, Houston, Tex., forces prospects to exit via 
sales center after visiting models. 


Sears Contract Sales delivers 
more than just the Kenmore name. 


Like a big selection of 
space saving appliances. 
Sears Contract Sales deliv- 
ers big Kenmore quality in 
some very compact appli- 
ances. Special space savers 
that can be big problem solv- 
ers for you. Because the 
only thing we've cut down 
is the outside dimensions. 
Inside you'll still find that 
famous Kenmore quality in 
a variety of popular colors 
and space saving styles. 


If you've got limited 
space specs we've got 24 in. 
refrigerators, 21 in. ranges, 
compact stacking washer 
and dryer combinations and 
18 in. dishwashers that'll 
fit your needs nicely. 


Like energy misers that 
are economizers. 

The saving feature that your 
buyers will appreciate most 
is the one signified by this 
symbol. &) It stands for 


energy saving and it means 
big savings to them. 
So call us for a quote. 


Circle 79 on reader service card 


Ask about the special 
“OPTS” program. It gives 
you an extra income oppor- 
tunity and your buyers a 
choice of appliances. 

Space saving sizing and 
energy saving economizing 
—two more ways Sears 
Contract Sales delivers 
more for you. 


You can count on 


Contract Sales 


© Sears Roebuck and Co. 1981 


Home-Cest kitchens. 


Because today, most people have 
more taste than shalt 


Home-Crest cabinets | E fo people 


who want high style E on a ‘modest budget 
ae oide yange oj | Eee Py 

in at a price 

| y dins E jr an affo orka z pi 


contact your nearest ~ 
Home-Crest distributor — 


or write us today. 


i For a closer ok, 


Circle 80 on reader service card 


Idea Kitchens from the Rockies: 


High in Style and Function 


ill Kline believes in showrooms. For 17 years, Kitchens by 
Kline has been operating amid the art galleries and specialty shops of a 
posh Denver shopping mall. “There’s nothing in these stores people 
need,” Kline says, “but affluent women spend their afternoons here. We 
get a lot of strollers who come in just to look—and when they want new 
kitchens, they come back here.” 

Kline’s showroom is designed to project the same stylish image as his 
neighbors. “Sometimes we really do find noseprints on the windows in 
the morning.” His 15 displays—a mix of full kitchens and vignettes— 
are complete and accessorized. Like “The Garden Kitchen” display seen 
above, each has tables set, appliances in place and cabinets and drawers 
filled. “We don’t skimp on accessories,” says Kline. “Our customers are 
used to having nice things, and these accent pieces help them relate the 
kitchens to their own homes.” 

But basics are not ignored. Besides Kline, a Certified Kitchen 
Designer who's been a kitchen specialist for 30 years, there are four staff 
designers and four design consultants in the firm. Robert G. Redd, one 
of the design consultants, took on our assignment: Redesign three 
different kitchens from builder plans to suit specific markets. You'll see 
the results on the following six pages, plus an actual remodeling (pages 
92-93) that shows Kitchens by Kline's real-life blending of creativity and 
convenience in the mile-high city. 
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TOTAL PRICE: $25,762.50 Cabinetry: Rutt “Belgian” base and 
wall units with “Lucerne” tall cabinets 
Countertops: Du Pont Corian® with 
wood edge 
Appliances: 
Cooktop: Fasar cooking tiles 
Ovens: Thermador MSC228 double 
ovens 


Microwave oven: Panasonic NE 8100 
Dishwasher: Thermador TD-121 
Compactor: KitchenAid KCS-100C 
Refrigerator: Sub-Zero 361-RFD 
Sink: Kohler “Epicurean” with Kohler 
“Alterna” faucet 

Disposer: Waste King SS8000 


For gourmet cooks who might enter- 
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tain in their kitchens, Bob Redd thinks 
a designer must plan with good looks 
as well as cooking needs in mind. 

For both goals, he eliminated a wall 
from the original plan (left), to turn 
kitchen and nook into one free-flowing 
cooking and informal dining space. 
The new island (see plan above) is set 
with Fasar cooktop tiles, ceramic tiles 
that form a magnetic induction cook- 


For Gourmet Cooks: A Room as 


ing system. “It’s the most deluxe sys- 
tem we've seen,” Redd says, “because 
it creates heat in the pan but doesn’t 
heat the pan. Also, the tiles allow great 
flexibility of position.” The island, of 
course, permits access from all sides 
and frees counterspace in the food 
preparation areas by the sink and 
refrigerator (see Drawings A and B). 
“Because all our work, both in new 
homes and in remodelings, is custom- 


i 
—— WALL. COVERING: 


ELEVATION ©) 


Pretty as Any in the House 


ized, you do not see in any of these 
plans the kind of personalized requests 
a customer might make,” Redd notes. 
“But everything here is high-end, to 
indicate the kind of equipment gour- 
met cooks want." Those choices 
include a double sink with drainboard 
for cleaning vegetables, and both 
microwave and conventional ovens (see 
Drawing D). 

He's “added lots of storge features,” 


in the cooking and eating areas, where 
the pantry was incorporated into a 
unified storage wall (see Drawing C). 
Kitchens by Kline is receiving many 
requests for the kind of glass-front 
cabinets shown here, (because gourmet 
cooks everywhere like to show off their 
attractive utensils), although green- 
house windows are not too popular in 
the Rocky Mountain climate. 

An attached table is more space- 


efficient here, Redd thinks, and adds 
to the visual airiness. The contempo- 
rary-style Rutt cabinets (see rendering 
at right center) are laminated in Belgian 
linen with "Melamine" protective 
coating—“a great new texture look," 
he feels. And Redd expanded doorway 
openings “to enhance the sense of spa- 
ciousness, but also because no one 
need hide this kitchen. Now it's as 
pretty as any room in the house." 
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TOTAL PRICE: $14,887.00 
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Cabinetry: St. Charles steel cabinets 


with "Kent" style wood doors. 


Countertops: Suncraft’s custom 


countertop with Bevel-Edge™ 
molding 


Appliances: 

Cooktop: Thermador TMH 35 
Oven/Microwave: Thermador 
CMT 21 


The condo kitchen at left is too large, 
Bill Redd thinks: It has wasted floor 
space that means extra steps every 
time the cook goes from sink to vegeta- 
ble crisper. “And it’s as common for us 
to see kitchens that are too big in this 
way as it is for us to find kitchens that 
are too small,” he adds. 

By moving in one short wall (see plan 
above), he saved those steps, gained 
space for a counter “for empty nesters 


Refrigerator: Sub-Zero 241RFD 
Sink: Elkay ILR 4321 with Elkay LK 
2401 faucet 

Disposer: Waste King SS5000 
Dishwasher: KitchenAid KDS-19 
Hood: 36” Thermador “Keep Hot” 
range hood with “Trade-Wind” 
ventilator 


For Empty Nesters: Easy-Care 


to have a cup of coffee or serve a snack 
to grandchildren,” added storage in 
the pantry and around the wet bar in 
the living room (see Drawing D). 

Much of the design reasoning here 
comes from experience that Kitchens 
by Kline has had in planning condo 
kitchens in the resort towns of Vail 
and Aspen, Colo., and even the Cas- 
per, Wyo., ski area 300 miles north of 
Denver. “We've found that empty 


ELEVATION © 


nesters may not cook often,” Redd 
says, “but when they do, they cook up 
a storm. This kitchen is loaded with 
convenience for such an adult couple. 
They want top-quality appliances and 
such features as the baking center. It 
gives set-down space beside the oven, 
doesn’t require day-to-day care, yet is 
there when wanted.” (See Drawing C.) 

He moved the sink “because most 
people with corner sinks really have 


negative feelings about them. "We've 
done several remodelings where one of 
the main goals was to get rid of a 
corner sink." And he's included one of 
the firm's most popular items: Ther- 
mador's Tradewinds Keep-Hot Oven. 
“I have one in my own home," adds 
boss Bill Kline, “and once you have 
one, it's hard to live without it." (See 
Drawing A.) 

The St. Charles steel kitchens are 
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Convenience, with a Bonus Baking Center 


“what we sell the most of. They don’t 
warp or twist, have built-in lights and 
adjustable shelves. Someone can 
change color just by changing doors 
and drawers—I'd guess we do one of 
these kinds of updatings every other 
month or so, and we recently did one 
for a woman whose cabinets were 27 
years old. Or you can give them an 
entirely different look by using wood 
doors, as we chose for this plan.” 
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TOTAL PRICE: $6,844.15 


DINING ZOOM 


Cabinetry: St. Charles “Bellaire” 
cabinetry countertop contemporary 


style 
Countertops: Suncraft's custom with 
Bevel-Edge™ molding 


Range: Jenn-Air ::88370 De Luxe 
drop-in 


Microwave oven: Panasonic NE-7830 
Refrigerator: Not included 

Sink: Elkay ILR 4321L with Elkay LK 
2401 faucet 

Disposer: KitchenAid KWE200 
Dishwasher: KitchenAid KDP-19 


For the Small-Family Kitchen: 


The original plan (left) was a ship- 
shape U with good work triangle. But 
by modifying it into an L with an 
island (see plan above), Redd increased 
working counterspace for food prepa- 
ration— and gave the small room some 
big-kitchen glamor. 

The new cooktop island also allows 
one member of the family to man the 
range while another prepares vegeta- 
bles or salad, without banging elbows. 


The 42 inches of space around the 
island is “not ideal," Redd points out, 
“but it is adequate.” 

Secondary storage was moved to a 
small pantry in the hall, and he sug- 
gests opening through a wall between 
living and dining rooms, so all arcas 
have more feeling of spaciousness. 

For both visual appeal and practi- 
cality, Redd would tile the kitchen 
walls (see Drawing A) and use a brick 


ELEVATION 


OPEN TO 
LIVING ZOOM 


More Preparation Space 


half-wall around the island. “Brick is a 
wonderful texture for kitchens. We are 
getting a lot of requests for it.” 

Other space-savers in this kitchen: a 
single sink with drainboard; a Jenn- 
Air drop-in range with convection 
oven. “And since we don’t need a 
hood,” he adds, we have a nice open 
feeling around the island (see Drawing 
C). Cabinets are installed flush to give 
more access to interiors. 


He added a microwave oven (see 
Drawing B) but did not choose a refrig- 
erator. “I probably would not do so 
with real clients. We carry some 
appliances but don’t push any particu- 
lar lines. We use—and recommend— 
only those models that are especially 
geared to our kitchens. I don’t think 
people with such a small kitchen would 
want a built-in refrigerator, our usual 
choice, so I would try to help them 


LIII 


ELEVATION (C) 


determine needs, then let them shop 
for the free-standing model they 
like." 

The firm follows much the same 
pattern in wallcoverings and flooring. 
The showroom includes a special “col- 
or scheme room," featuring displays of 
ceramic tile, floor coverings and wall- 
papers in colors and styles chosen by 
the designers as best suited to their 
kitchens and cabinetry designs. 
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AFTER 


For an Old Denver 
Home, a Kitchen 
Long on Flair and 


Convenience 


U's potential customers specifically 
mention past customers, Bill Kline 
finds it hard to pinpoint just what brings 
people to Kitchens by, Kline. 

“Td guess referrals could account 
for up to 80% of our jobs, but so many 
people just say ‘I heard about your 
work.’ We advertise regularly in sever- 
al newspapers and on two radio sta- 
tions. One 6 a.m. FM long-hair music 
program—has proved very successful. 
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In this remodeling in an old Denver 
home, Kitchens by Kline combined a 
butler’s pantry and totally outmoded 
kitchen (left) into a modern cooking 
center (above). cen in the plans 
(upper left), the basic shell remained 
the same, after the wall between the 
two rooms was eliminated. Because 
the new space still forms a natural L, 
the primary work areas are kitchen 
space, with cabinets for extra storage 
in the corner where the butler once 
ruled. Pot hooks are both decorative 
and practical on the wall by the cook- 
top. The cabinets, by St. Charles 
(Kline’s primary line, although he 
now handles two others), have doors 
of natural ash, with vertical slat 
detailing to counteract eye flow on 
the long wall. “The wood look is pop- 
ular in Denver,” Kline notes, “and 
these clients had an especially strong 
feeling for it.” 


Kline’s Success Strategy: Make the 


“About eight years ago, the fellow 
who does the show came in and said if 
we'd give him a try for a month, we'd 
never leave. He was right—it seems 
the affluent people we're trying to 
reach do listen to him. We had some 
immediate results—and we're still 
advertising on that show three or four 
days a week. Also, of course, this loca- 
tion really does bring people in." 

Kitchens by Kline sells about 160 


kitchens a year, with 60-70% of the 
total in remodelings and the rest in 
new kitchens for custom houses. 
*Many kitchens total upwards of 
$20,000,’ Kline says, “but we also have 
many jobs that are just cabinet updat- 
ings, so our average is around $14- 
15,000." And despite the recession, 
through mid-April, dollar volume was 
about $100,000 ahead of last year. 
Potential customers are charged a 


A cooktop peninsula (above) 
proved the solution for several 
design problems: It divides the 
room into two food preparation 
areas; it visually breaks the run- 
way effect of the long wall with- 
out chopping it up or hampering 
movement from one work center 
to another; it gives the owners a 
cooktop with access from three 
sides, plus an informal dining 
area, in space where an island 
was not possible. With the auxil- 
iary workspace set off from the 
main sink, a second sink was al- 
most mandatory. The designers 
replaced the old sink in the but- 
ler's pantry (left) with a bar sink 
that could serve for cocktail- 
mixing or rinsing salad greens 
or vegetables. 


PHOTOS: BILL. KLINE 


The new kitchen (above) glows 
with its new look and new cook- 
ing convenience. But the owners 
insisted on retaining one touch 
of the old —their wood floor 
(left), which was carefully pre- 


| served and refinished to harmo- 


nize with the new. Kline's staff 
works hard to prepare customers 
for the mess of such a major re- 
modeling. Besides discussing the 
problem, they send out two 
booklets, the first called “Our 
Craftsmen Are Coming” and the 
second, a condensed version 
called “Demoliton Day," timed 
to arrive shortly before the dust 
starts flying. “If you warn peo- 
ple what a horrible experience 
this can be," says Kline, "then 
it's never as bad as they expect. 
That makes for happier 
customers." 


FOR DETAILS, SEE PRODUCT INFORMATION INDEX 


-ustomers Relate to the Designs 


$350 design fee, applied toward pur- 
chases, “Before we draw anything, 
though we will discuss possibilities or 
visit a home for preliminary interviews 
and measuring before that.” 

For large or difficult projects, Kline 
may ask several designers to do plans, 
and he frequently shows several plans 
(with perspectives) at the first design 
presentation meeting. 

“We can usually give an accurate 


estimate then for the project, but natu- 
rally, we find out in the beginning if 
they want a Mercedes or a Volkswa- 
gen. If they have to replace everything 
but flinch at a figure of $10,000, we 
know we can’t do much, since the 
appliances could run $4-$5,000. In 
new construction, cabinets alone may 
cost about $8,000.” 

Kline asks for 50% of the estimated 
total when the contract is signed, 40% 


when the cabinets and equipment are 
delivered and 10% when the job is 
completed. Contracts are signed when 
the final plan is shown at the second 
design presentation. “If there has been 
a lot of revision, such as using part of 
one plan and part of another, we also 
prepare a new set of perspectives. We 
feel these are very important because 
they help people visualize just how 
their new kitchens will look.” 
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Elegant Baths! 


USS Swedcast Acrylic makes 
them possible and practical. 


Graceful contours. Seamless, one-piece construc- You should investigate all of these pacesetting 
tion. Molded-in seats, shelves and soap dishes. products: tubs, spas, luxury tubs, wall surrounds, 
Brilliant and permanent high gloss colors. modular tub/wall/ceiling units, whirlpools, 
Designers of today’s uncommon plumbingware showers, lavatories and vanity tops. To receive 
products have unsurpassed freedom by employing product literature from these innovative manu- 
thermoformed USS SWEDCAST Acrylic surfaces facturers, circle our reader service number. 
for their designs. All manufacturers’ products meet or exceed 
USS SWEDCAST is smooth and warm to the current building code standards. 
touch. With the surface reinforced with a sound USS is a registered trademark of United States 
absorbing, heat insulating fiberglas polyester Steel Corporation; SWEDCAST is a registered 
matrix, these plumbingware products are strong trademark of USS Novamont, Inc. 


and rigid yet light in weight and easily installed. 


TRADEMARK 


THINK OF IT 
AS AN ACRYLIC 
SYMBOL TOO. 


USS Novamont, Inc., Subsidiary of United States Steel, 7350 Empire Dr., Florence, KY 41042 
202-A Oakdale Rd., Suite 10, Downsview, Ontario M3N 2S5 Canada 
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A new top-of-the-line cabinet from Kitchen 
y thestock cabinet with 
dk doo. solid oak 


Circle 96 on reader service card 


REMODELING 


and SLD BATHS 


ack to Life 


No one feels comfortable in 
a room that is claustro- 
phobic and hard to move 
around in. But that's exact- 
ly what many old bath- 
rooms are— including all of 
those shown. 

The plans for these 
rooms were outmoded, the 
spaces dark and cramped. 
Fixtures were arranged to 
suit the space rather than 
for convenience. 

Each remodeler recog- 
nized that his primary task 
was to create openness, giv- 
ing the room air and the 
user breathing space. Their 
solutions fell into three cat- 
egories: 1) to physically en- 
large the room; 2) to add 
windows or skylights; 3) to 
compartmentalize the 
space, creating separate 
areas for separate activities. 

The result: bathrooms 
like the one at left—not 
only far more open and at- 
tractive than the old, but 
also more convenient and 
functional. 

—JENNIFER A. WAGNER 


JOSHUA FREIWALD 
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PHOTOS: JOSHUA FREIWAL 


Eliminating Cramped Spaces 
with ‘Structural Gymnastics’ 


If you don’t have room to go out, go up. That really helps 
relieve a cramped feeling,” says architect/builder William 
Remick of Piedmont, Calif. In this job, Remick had the 
room to do both—and thereby expanded a dark, 50-sq.-ft. 
bathroom into an elegant, sunlit room twice that size. By 
eliminating the attic, Remick could raise the ceiling, achiev- 
ing a lofty, cathedral effect. Operable skylights and vents 
dissipate heat and steam, as well as accentuate the volume. 
Remick also knocked out the far wall, adding about 6 ft. to 
the master bedroom and bath, and giving the master 
bedroom a larger closet. 

Fixtures were rearranged to compartmentalize the space, 
providing privacy and comfortable elbow room for each 
activity. Notice in particular that the water closet is set 
behind an arched opening (photo above left), for nearly total 
privacy. And where did all the plumbing go? It’s hidden in 
the tiled plant shelf (photo above right). 

The clients wanted a Victorian-style bathroom in keeping 
with their old, shingled house. They also wanted the remod- 
eled bath to incorporate some old pieces they had collected: 
stained glass panels (see photo preceding page and above), a 
marble sink and old brass fixtures. Remick provided the 
complementary background: rich-toned, sealed redwoods, 
quarry tile on the floor, and a dark burgundy tile for the 
counter and backsplash. 


BR. 


TER. 
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Remodeling for the 
His-and-Her Facility 


Architect Brion Jeanette of Newport Beach, Calif. notes that 
one of his most frequent requests is for separate his-and-her 
areas in a single bath—and this remodeled bath is a prime 
example. 

By pushing the entire wall out 6 ft., Jeanette nearly doubled 
the size of the room to about 130 sq. ft. He then designed the 
“his” area—including a basin and a shower—and the “her” 
area—with a second basin and whirlpool bath—so that the room 
could easily be used by two persons without getting in each 
other's way. 

Other features: the abundant glass looking out to a landscaped 
patio, and skylights, which “explode the ceiling,” says Jeanette, 
to give the room volume. 


VIC TOMASYAN 


OLD BATHS CONTINUED 


Introducing Light into a Bath — 
without Losing Privacy 


This time architect Brion Jeanette wanted to create as much 
window as possible in a dark, cramped bathroom to make a 
smaller space feel transparent. But the house itself is on a small 
lot—and the neighbors are only 6 ft. away. So rather than 
opening up glass walls, he built in a high, knuckled skylight (see 
photo) that let light pour in without leaving the bather feeling 
exposed. 

Jeanette then relocated an existing stairwell, installing in its 
place the tiled tub seen in the photo. This opened up the floor 
space considerably from its original 50 sq. ft. to about 100 sq. ft. 
He also compartmentalized the bathroom, so that "when you 
want to feel private, you can," even when someone else is in the 
room. 


BEDROOM 


BEDROOM 


housing 5/81 99 


1 00 housing 5/81 


WILLIAM B. REMICK 


PAT BURT 


Transforming a Standard Bath 
into a Spacious Solarium 


FAS RS emi BSE 
This is another remodeling by architect/builder William 
Remick (see pp. 97-98). But in this job, unlike the first one 
shown, there was nowhere to go but out. So Remick simply 
cantilevered about 6 ft. out over a ground-floor patio (see 
cross-section below). “It is basically a greenhouse addition,” 
he observes, adding that the framing of the house lent itself 
to this solution, since no exterior bracing was necessary. 
Also, the plumbing and waste lines were in the right place. 

The client, a decorator, wanted to maintain the character 
of the rest of the house, built in 1887. So brass faucets and 
showerhead were picked up from a salvage yard, and used 
along with modern fixtures and tiled surfaces to get the 
old-fashioned look she wanted. 


SECTION 


Hiding Storage Space in 
a Tight Mini-Spa 


The clients wanted an open luxury spa built into the existing 
space. They were elderly, and so they also asked for a seat on 
which to dry off. And finally, they wanted more storage space. 
Designer Leo Ickovic's first reaction: “It was like being asked 
the impossible.” 

His final plan fulfilled all requirements —although he had to 
work with tolerances as tight as '4’’. The solution: The linen 
closet outside the existing bath became a round soaking tub; 
the old tub, a roomy shower. And the seat was built across 
from the tub. Only the water closet remained where it was. The 
storage space solution: Shelving was built in three places— 
beneath the seat, above the water closet—and in the vanity, 
which also features a tilt-out drawer beneath the basin. 


1 DAVENPORT 


Recreating a Victorian-Style 
Bath for a Modern Resort 


3 Oba! TE e 


It’s in the first of five units to be remodeled in the 
Driftwood Inn Resort, constructed in the 1930's in Vero 
Beach, Fla. The old plan was tiny, the room itself delapi- 
dated, with broken tiles and plumbing that had to be 
completely redone. Its one asset: a high ceiling, which 
construction coordinator Tom Collins vaulted and opened 
up with a skylight to add volume. Collins also expanded 
floor space from 30 to 65 sq. ft. 

Since the rest of the remodeled suite features furniture 
from the turn of the century, freelance decorators Debbie 
Gooch and Dale McGee tried to maintain that look. Hence 
the antique claw-foot tub, the oak-framed mirror and 
antique door—all bought at antique shops or salvaged. 


— 
WI 
NA 


OLD BATHS CONTINUED 


GEORGE LYONS. 


Extending Floor Space by 
Using an Exterior Courtyard 


This north-facing bathroom was very dark, with almost no 
windows. But it bordered on an entry court which architect 
Brion Jeanette realized he could take advantage of. French 
doors now open out to a private, enclosed patio, essentially 
extending the bathroom area. The pump for the whirlpool is 
buried here. Skylights and the plate glass behind the 
whirlpool draw sunlight. 

Jeanette worked the entire bath in redwood, with rose- 
wood cabinets and brass hardware, to provide a rich and 
subtle background for the owner’s stained glass panels (see 
photo above) and ornate mirror. Above the mirror is a 
12’-long soffited incandescent fixture to prevent glare and 
to enhance the wood and brass tones. 


OLD BATHS CONTINUED 


Turning a ‘Super-Tight’ Space 
into an Open Guest Bath 


"The bath was a total ruin," explains architect/builder 
William Remick. “It was full of dry rot, and the floor was 
actually falling away.” It was also tiny: only 6 ft. square. 

To gain space, Remick pushed the wall out one foot, 
staying under the roof overhang to avoid reroofing. He then 
added large casement windows to bring in light and to open 
up views to a landscaped backyard. Finally, he ran a long, 
tiled counter around three sides of the room. 

Remick then replaced water closet and sink with new 
fixtures, and installed a soaking tub instead of the old 
shower. “The only real problems were manipulating the 
plumbing underneath to get at the tub—and getting rid of 
all the dry rot,” he says. 
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WILLIAM B. REMICK. 


Some Tips from 
the Pros 


“These are the kinds of things,” says architect 
Brion Jeanette, “that you learn only after a 
year of hard knocks." 

1. Locate toilets and other fixtures away 
from living areas so that the noise from the 
pipes cannot be heard. Another aid here: insu- 
late pipes. This will save energy costs too. 

2. When you install skylights, keep the 
size down. “If they're too big you could start 
cooking the tops of people's heads off." Make 
the skylights operable, if possible. This will 
eliminate steam and heat buildup. 

3. Don't order colored fixtures from 
more than one manufacturer. You may be un- 
pleasantly surprised when you open the box- 
es—and find they don't match. 

4. Give thought to towel placement; 
make sure you have an easy-to-reach wall 
space available for towel racks. 

5. Use water-saving fixtures, if possiblc. 
“There’s really no need to use up 7 or 8 gal- 
lons each time you flush." A number of man- 
ufacturers now offer such units as water-sav- 
ing water closets and shower heads. 


Architect/builder William Remick has one 
important rule: In a small bathroom, keep the 
palette simple. “I find that if you don't mix 
too many materials, the room feels more spa- 
cious. Otherwise, it becomes cluttered.” 

Remick also offers some tips on managing 
a successful remodeling business. He works 
with a crew of 10 persons—which he expands 
to as many as 20 in heavy periods—anc main- 
tains strict control over each job. He also 
builds only what he has designed. 

1. Deliver what you promise. Makc sure 
you have a stable and reliable crew before you 
start. Nothing will be more deadly to your 
reputation than inconvenienced and dissatis- 
fied clients. 

2. Be realistic when you estimate con- 
struction time and costs. Estimate high. 
“Then if you come out 2% under your esti- 
mate, you'll be a hero." 

3. Get decisions from clients at the be- 
ginning, and make them aware that the con- 
struction process is sequential. Warn them 
that a change of mind on even the simplest 
material could mean a delay of several wecks. 

4. Keep your clients as comfortable as 
possible. If you're remodeling kitchens and 
baths, set up an alternate working room for 
them. When you infringe upon their personal 
spaces, says Remick, people can get unhappy 
very quickly, even though that's what they 
hired you for. “You really have to do a lot of 
hand-holding." 

5. A final tip: “Try to do what people want 
done—and do it well." 


GOOD VALUE: 
IT PAYS OFF 


Country Manor — Mfg. in Burnet, Tx 


We hope you realize that AristOKraft is committed to 
the notion that good value still counts. In the uncertain 
economy of today, that's a very worthwhile notion to 
keep in mind. It's a notion that pays off — for us, for 
home builders, for kitchen specialists, and for 
remodeling contractors who install our products 
throughout the land. 

Good value for the money explains why more 
American homeowners end up with AristOKraft 
kitchens, bathroom vanities, hutches and wall system 
cabinets. We package good value in handsome woods 
(like the four styles shown above) selected, built, and 
quality controlled in our modern plants in Texas, Indiana 
and Pennsylvania. These regional planis ship quality 
products well-suited to the preferences of these areas. 

And the acceptance of our business philosophy 

Cathedral Vintage Maple explains why the demand for AristOKraft designs and 
finishes keeps growing. We now offer 13 
easy-to-live-with kitchen cabinet and 16 bathroom 
vanity styles to complement virtually any decor. Plus an 
ever-longer menu of convenience options you can offer 
to your customers. 


Smt, 


$t 
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AristOKraft/ Jasper, Indiana 47546 — (812) 482-2527 
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Because 
you need 
a look 
home 
buyers like 
with a 
name they 
can trust... 


The sleek, designer lines of 
Whirlpool® home appliances en- 
hance any decor. And you're giving 
your prospects a name they know 
and trust. They're both good rea- 
sons to make Whirlpool appliances 
part of your plans. 

With Whirlpool you get the striking 
good looks and latest convenience 
features home buyers want. Wash- 
ers and dryers with solid-state con- 
trols. Built-in double ovens with 
both microwave and self-cleaning 
ovens. Convertible cooktops that 
bring outdoor cooking indoors. 

A solid-state built-in dishwasher 
and a compactor that has been in 
growing demand ever since we 
invented it. Serva-Door® refriger- 
ators featuring the door-within- 
a-door water and ice dispensers 
along with popular Textured Steel 
doors that help hide fingerprints. 
There's even a built-in ice maker 
with a panel pack that lets you 
match the decor. 
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Your prospects are pre-sold on these appliances by a national televisi 
and magazine advertising program designed to reach almost everyo 
America every week. 

Whirlpool brand home appliances — the look your prospects like with « 
name they can trust. 

It can help you make the sale. 


You want “Whirlpool 


Quality. Our way of life. HOME PPLIANCES 
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In the last few years there’s been a surge 
of interest in wood for walls and ceilings 
of kitchens and baths—and even for tub 
surrounds and showers. 

The reasons for this trend aren’t hard 
to make out. One is the warm, natural 
beauty of the material. Another is the 
promise of long life and low mainte- 
nance. A third, and perhaps most impor- 
tant, is the increased popularity of open 
floor plans; Without walls to separate 
kitchen from living areas, “kitchen-only” 
surface treatments are visually jarring. 
The same holds true for retreat-like 
baths in sybaritic master suites. 

But using wood in kitchens and baths 
can cause headaches for the unwary 
builder or remodeler: Special handling is 
required. Here are some of the things 
you should consider before specifying 
wood for these high-humidity areas. 

What kind? Kiln-dried redwood, cy- 
press, cedar and teak are the best bets, 
according to John King of the American 
Wood Council; in other words, the same 
durable species often used in exterior or 
marine applications. 

Heartwood grades of redwood are rec- 
ommended for arcas exposed to contin- 
uous moisture, such as the tub surround 
or shower. Sapwood-containing grades 
work well in other parts of the bath, 
however, and in the kitchen. 

Other varieties—oak and pine, for 
example— can be used if they're properly 
protected. 

Finishes. Polyurethane is a good 
choice for wood exposed directly to 
water. That's the finish used on the oak 
tub apron shown on our cover. 

In fact, the California Redwood Asso- 
ciation recommends several coats of 
polyurethane or alkyd resin varnish for 
redwood used in any area of the kitchen 
or bath—two coats applied to all sides 
and edges before paneling is put up and 
two or three more after it's in place. 

“These are really the only finishes that 
provide adequate protection," says Cali- 
fornia Redwood's Keith Kersell. 

But there are drawbacks, too. “When 
you coat wood with enough polyurethane 
to use it in the shower, it doesn't feel like 
wood anymore," says Doug Loth of 
Simpson Timber, “It’s plasticized.” 

So if your buyers desire the feel of 
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wood as well as the look of it, you may 
want to suggest that they choose another 
material for the shower and other splash- 
prone areas. 

Or you could follow the lead of Archi- 
tect Barry Sugerman, who designed the 
teak tub deck shown at right: It was 
hand-rubbed with linseed oil, just as teak 
on a boat might be. 

Or you may opt for no special finish at 
all—if your buyer is prepared for the 
result. 

“In one case, the clients wanted the 
rustic, water-stained look they'd scen in 
saunas in Finland," says Fred Haaker of 
The Kohler Co.'s Product Installation 
Services Dept. "So they installed un- 
coated redwood in the shower." 

For surfaces not directly exposed to 
water, you may want to investigate the 
various bleaching oils available, such as 
those used in exterior applications. The 
waterside kitchen pictured on page 111 
shows how pine treated with a bleaching 
oil will appear. Such compounds are also 
appropriate for cedar. 

Installation. “The wood will expand 
and contract because of varying degrees 
of heat and humidity," points out Simp- 
son Timber's Loth. "So it should be 
fastened with corrosion-resistant nails — 
stainless steel, aluminum or hot-dipped 
galvanized —rather than with mastic.” 

“Snug, but not too tight," is the way 
Kersell of the California Redwood Asso- 
ciation describes how boards generally 
should be fitted. The American Wood 
Council's King has more specific recom- 
mendations for the tub surround. 

“Paneling shouldn't be run tight into 
the corner," he says. “You should leave 
⁄4 in. to '^ in.—a gap which can be 
covered with trim. Or the boards can be 
butted tight at the corner, if expansion 
space is provided at the outer edge." 

A caulking compound should be 
applied between the boards and at all 
joints. 

“It doesn't pay to skimp on sealants,” 
says King, “especially since there are 
clear silicones available which don’t 
detract from the wood's appearance.” 

And don’t neglect to use a vapor barri- 
er behind the wood, such as a piece of 6 
mil polyethylene. 

For the tub surround, where leakage, 


How to Make It Work 


as well as condensation, can occur, King 
suggests wrapping polyethylene under 
the tub. “Any water reaching the plastic 
will run down below the tub and sit there 
until it evaporates,” he says. “This 
should work well because the amount of 
such leakage will be very small.” 

To prevent condensation problems, 
kitchens and baths should also be proper- 
ly vented, of course. The glass-walled 
bath shown on page 109 shows how a fan 
can be installed between exposed wood 
joists. (For more details on ventilation 
and vapor barriers, see “How to Avoid 
Condensation Problems," HOUSING, 
April, p. 78.) 

Access to plumbing. Ripping out 
paneling around a tub or shower in order 
to investigate a plumbing problem won't 
please you or your buyers— especially 
sincc any replacement wood may not 
match the original. 

So create a removable access panel by 
fastening wood to a sheet of marine 
plywood instead of directly to the studs. 

This is particularly important if you're 
installing a whirlpool tub. 

“We suggest removable panels front 
and back," says Kohler's Haaker. “The 
front panel allows for working on drains, 
shower fittings, etc. The back panel 
allows for servicing the whirlpool motor. 
Both can be screwed in place.” 

This is an easy matter when the tub is 
freestanding. The baths at right and on 
page 108 show tub boxes which could be 
designed with removable sections. 

Buyer education. Whenever wood is 
used in a kitchen or bath, you should 
make sure your buyers understand how 
to live with it. You should make a point 
of telling them that wood used on hori- 
zontal surfaces around the tub should be 
wiped dry. Even a polyurethane finish 
won't fully protect wood if water is 
allowed to puddle on it repeatedly. And 
you should tell them that sunlight and 
the passage of time will alter the wood's 
color. But don't suggest that this is a 
drawback: Rather, take your cue from 
Architect Alfredo De Vido, designer of 
the bath which appears on our cover. 

“The way wood ages beautifully is 
part of its appeal," he says, “Plastic is 
never better than when you take it out of 
the store." —BARBARA BEHRENS GERS 


Teak tub deck and wain- 
scoting lend elegance to a 
master bath with rusti 
looking cedar ceiling and 
beams. The teak has a 
hand-rubbed linseed oil fin- 
ish, which will need to be 
renewed from time to time, 
much as in marine applica- 


tions. This bath is in char- 
acter with the rest of the 
house, which was built with 
post-and-beam construction 
and 


throughout. Shower wall, 
however, is tiled 

Barry Sugerman, 
Miami, Fla. 
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DAN TORER 


Windowless bath (above) 
gets a visual lift from diago- 
nally applied redwood panel- 
ing. The whirlpool bath—and 
una—occupy 
ished basement 


used only for storing ski equip- 
ment and other family odds 
and ends.) The rough-textured 
paneling is nailed to furring 
strips installed over a concrete 
wall. This basement retreat is 
in a Pacific Northwest resi- 
dence for a family of five. 
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Nagas qr 


Skylit master bath (/ef?) has 
walls and ceilings of clear all 
heart redwood. For visual vari- 
ety, the redwood boards are 
used horizontally, vertically 
and diagonally. The tub apron, 
with step-up and s 

wise redwood —a splash-prone 
application where multiple 
coats of polyurethane or alkyd 
resin finishes are recom- 
mended. The bath is in a Colo- 
rado custom home designed by 
Architect Robert Sutter of 
Fort Collins. 


Redwood and tile 
form a utilitarian area into 
a luxurious extension of the 
adjoining master bedroom 
(on other side of tiled two- 
fireplace in the photo 
above). Redwood is also 
used elsewhere in the mas- 
ter suite and on other walls 
of this California custom 
home designed by Architect 
Barry Berkus, Santa Bar- 
bara, Calif. 


Glass-walled bath (below) 
fools t Resawn red- 
wood boards are used both 
on the bathroom wall and 
for a garden fence, so the 
bath seems as if it's out- 
doors. Redwood finish: a 


standard semi-transparent 


stain. The shower wall is 
tiled. Exposed jo 
Douglas fir. A 
tect/builder: Ron 
Malibu, Calif. 


Oak tub apron (above) is 
polyurethane-coated. Even 
so, the wood will discolor if 
water is allowed to puddle 
on it. Sunlight will darken 
the cedar used on walls 
ceilings of the tub niche—a 
natural aging process which 
enhances the wood's beau- 
ty, according to Architect 
Alfredo De Vido, who de- 
signed the bath for a sub- 
urban New York home. 


WOOD LOOK CONTINUED 
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Country kitchen (above) is 
the gathering place for a 
family with five sons. Traf- 
fic will be heavy, and the 
oak floor may show some 
wear in spite of a durable 
urethane finish. Redwood 
was used on walls and ceil- 


s to create a wari 
viting look that sets this so- 
cial center apart from the 
rest of the Caifornia ci 
tom home, which 
ventional white-painted 
walls. A smooth-surface 
redwood was ch 


make cleaning e: 

the skylight over the ma- 
ple-topped island: The red- 
wood frame around it was 
custom-designed. Cabinets 
are oak. Architect: Barry 
Berkus, Santa Barbara, 


BOB KOHN 


GLEN ALLISON 


Skylit kitchen (above) has 
walls and ceilings of rough- 
vn cedar. Because of the 
strong sunlight, the cedar 
will eventually darken. And 
the cedar wall behind the 
stove will probably be 
marked by grease, etc. Nei- 
ther of these color changes 
able, if the home- 
owner appreciates the pati- 
na of aging wood. More- 
over, the cedar will require 
little maintenance over the 
years. This well-lit kitchen 
is in a Southampton, N.Y. 
custom home by Architect 
Alfredo De Vido, New 


York City. 


Solarium kitchen (below) 
blends fir, spruce and 
birch. Exposed joists and 
window framing are fir. 
(Note that there's no head- 
er where skylight and verti- 
cal glass meet. Instead, the 
sloping glass overlaps lower 
panes by 3 in.) Spruce 
sheathing on the ceiling is 
stained to match fir joists. 
Conscientious use of the 
exhaust fan over cooktop 
and barbecue should pre- 
vent the wood from being 
discolored by smoke. Birch 
cabinets are custom-made. 
rchitect/builder: Ron 
Goldman, Malibu, Calif. 


Waterside kitchen (above) 
has pine ceiling and lami- 
nated pine beams, as do 
most of the rooms in this 
Florida custom home. The 
pine was treated with a 
bleaching oil containing 
creosote, as it would be in 
an exterior application. 
However, according to Ar- 
chitect Barry Sugerman, 
this finish was used primar- 
ily to tone down the yellow 
color of the wood. Since 
the ki iling is high, 
smokey or grease-laden air 
should dissipate before af- 
fecting the pine (there's no 
barbecue). 
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NATURAL LIGHT 
How to Natural light in kitchens and 
baths remains a high-priority item 
for homeshoppers and remodeling 
prospects. But utilizing good natu- 
ral light requires more than put- 


ting glass over a hole in the wall or 


ceiling—and poorly designed, im- 

a ura properly installed, or badly located 

windows may account for up to 

a 25% of the heat or cool air loss in 
a house. 

ight Here are some guidelines to 


help you with window planning: 
*In moderate or cold climates, 


Window planning, design, south-facing windows result in less 
and placement are heat loss—and lower costs. These 


windows receive more direct sun- 
the keys to good looks and light in winter, when the sun is 
: lower, and less sun in summer. 
lower heating costs. eKitchens and family rooms of 
= young families will have more 
daytime use and need more sou- 
thern exposures. 

€ To reduce unwanted solar heat 
gains, use roof overhangs, awn- 
ings, sun screens, and movable 
shutters. Such exterior shading 
devices "can reduce summer heat 
by 50% or more," says Albert F. 
Lutz Jr., market manager of resi- 
dential construction for PPG In- 
dustries’ Flat Glass Division. 

e Sealed insulating glass, storm 
windows, and similar products can 
increase thermal resistance. But 
research by the National Bureau 
of Standards has shown that in 
moderate climes, double-glazing 
reduces energy costs “only slight- 
ly" for south-facing windows. 

*A moderate-size window can 
provide daylight to about 10 to 15 
ft. into a room. This can affect 
lighting and cooling costs, because 
incandescent lights give off heat. 

*Obviously, tall, vertical win- 
dows, skylights, and windows lo- 
cated high on the wall let in more 
light than narrow horizontal ones. 

* Interior window coverings can 
help to reduce heat loss, but gener- 
ally are not heavy enough in kitch- 
ens and baths to be effective. 

eLight and views can be 
shared — by opening interior rooms 
to spaces with good light. 


Two-story glass wall dramatizes an 
eating area in a 200-sq.-ft. addition 
(left) and throws natural light 
throughout this renovated kitchen and 
the balcony guest room and home of- 
fice above. "Luckily," says architect 
Clifford A. Cooper of Litchfield, 
Conn., “the old service wing kitchen 
that was here already faced to the 
south/southwest." The builder: Dur- 
stin Brothers, Harwinton, Conn. 


ROBERT PERRON 


“When youre offering 


the only luxury oceanfront condominiums 
on the Maine Coast, you want to be sure 
the cabinets are as good as the location. 


Thats why we picked Scheirich.” wssn 


“When we decided to build these luxury condomin- 
iums on one of the best pieces of land in the state 
of Maine, probably the easiest decision we faced 
was the cabinets. 

"We've been using Scheirich cabinets for the last 
five years in our other developments and we know 
the effect that hand-finished cabinetry has on our 
prospects 

"When they see that these Queenswood cabinets 
are made with the same care as their own family 


"Indisco gives us morethan just selection though. 
They also make sure we'll have delivery on-site 
exactly when we need it. We've never had a problem 
with them, and with the kind of quality Scheirich 
offers, we don't expect to." 

If you're looking for the kind of cabinets that can 
help you sell a development, look up your Scheirich 
distributor in the Yellow Pages. Or write H. J 
Scheirich Co., P. O. Box 21037, Louisville, Ken- 
tucky 40221 


heirlooms, it makes our selling job a whole lot 
easier 

"And on top of that, through Scheirich's local 
distributor, Indisco, we're ableto give our buyersa 
choice of the exact styling and hardware they want 
Sothey not only getthe quality they're accustomed 
to, but the look they like as well 


-— 

4 
—- 8 
Land Design. Inc. specializes in uniquely-designed luxury condominiums on breathtaking waterfront and woodland sites in the 
Portland. Maine area. Appealing to quality-conscious professionals and empty nesters,’ these units range in price from $75,000 to 
$180,000 and embody president Robert Marier's concern for imaginative floor plans, sensitive landscaping and distinctive architecture 
The most recent development, Stage Neck Colony in York Harbor. features 40 units of up to 2.400 sq. ft. each with a spectacular view 
of either the rugged Maine coast or the village's picturesque harbor 


Circle 113 on reader service card 


Greenhouse window (above) wings 
back over ceramic tile counter to 
heighten light for the cook and her 
plants. The kitchen is in a 2,261-sq.- 
ft. model in Avco’s Rancho Bernardo, 
San Diego. Architects: MLA Archi- 
tects, Irvine, Calif. Interiors: Erickson 
& Associates, Alhambra, Calif. 


Greenhouse window stretches out 
beyond counter (below) to collect sun- 
light and help visually expand space 
in 2,072-sq.-ft. model in Clipper Cove 
at Harbor Bay Isle, Alameda, Calif. 
Pass-through enhances open feeling. 
Builder: Dividend Development Corp. 
Architects: Oakley & Associates. 
Both are of Santa Clara, Calif. 


NATURAL LIGHT: KITCHENS 
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Greenhouse-style window pairs 
with blinds (above) to offer light and 
breakfast area privacy in 1,7. ft 
townhouse in The Village at Glen 
Lochen, Glastonbury, Conn. Builder: 
Village Associates; general partner: 
Nolan Kerschner, Norwalk, Conn 

| Architect: Zane Yost, Bridgeport. In- 

| teriors: Dorothy Karg, Westport. 
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ROBERT PERRON 
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Solarium-style nook (above) opens up 
the whole kitchen to light and lagoon 
views in a 2,388-sq.-ft. model in Clipper 
Cove. Informal dining counter opens the 
kitchen to the family room, with the sink 
looking out through family room sliders. 
Prices in this Dividend Development 
community (see preceding page) run from 
0 to $257,500. 


Wall of sliders (abo s true indoor/out- 
door feeling in a streamlined kitchen in a south- 
ifornia luxury patio home. Note the lou- 

yle exterior shading device: It cuts glare 

and solar heat gain and echoes decorative shut- 
ter motif. Builder: Avco Community Developers, 
an Diego. Architect: Dale La Jolla, In- 

teriors: Quinn Robertson Design, Tustin, Calif. 


Addition of a 3-ft. by 14-ft. double-glazed 
greenhouse window a (below), supported by 
pier footings, helped turn a dated Pennsylvania 
kitchen into a place “guests don't want to 
leave." Renovation by Burwin, Pa., designer 


took in space once lost to a 


Counter heights are varied 
cording to use" and the sink is set in an island 
with roomy storage drawers to put deep pots 
close to the main food preparation area 


y : NATURAL LIGHT: KITCHENS 


BARRY SUGERMAN 


Tilted windows (above) provided a solution 
to a problem: A stable courtyard dating from 
1850 provided space to add a kitchen, but 
Georgetown codes kept Washington, D.C., 
designer Jeffrey E. Gilbert from putting any 

| windows in walls on the property line. So he 
glazed inward, giving the room a view of the 
sky and treetops. Interior design by Thomas 
Pheasant of Washington. 


Cedar slats, in a trellis-like ar- 
rangement (above) designed by 


Miami architect Barry Sugerman, South-facing skylight and shallow window 
help control light and glare but near the ceiling brighten cedar-topped kitch- 
maintain visual impact of spoke- en (below) in a suburban New York house by 
beamed skylight. Victor Cribb was architect Alfredo De Vido of New York 
contractor for this Florida updat- City. Back wall is on the diagonal to allow 
ing that included new wood doors views of the outdoors, but not the neighbors. 
on cabinets and removing old bar- This family center has many work areas so 
becue from brick-faced island. that grandparents, parents and children can 


all cook at the same time. Harry Prince, 
North Babylon, N.Y., was the builder. 
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| 
| Master bath (above) shares the spatial drama of 
house’s soaring ceilings, but all southern expo- 
sures were designed to give major living areas a 
view of Long Island Sound. Architect Abraham 
Rothenberg of Horowitz/Rothenberg of West- 
port, Conn., and New York City opted to orient 
bath to light from the west and leave wall solid 
on the north side of the sunken tub. 


Dramatic tub area (above) is in a two-bath master suite of 


a house by architect Ted Smith of Derthick & Henley, interplay of glass and mirrors makes light and air seem to 
Chattanooga. Windows, which are double-glazed and tinted flow in from the deck and out through the bath (below) designed 
against the Southern sun, light entire bath. Builder: Gene by The Evans Group of Winter Park, Fla., for Baywood Design 
Rogers Construction Co., Dalton, Ga. Interior design: Karen & Construction Co. Bath with free-standing tub is in a 2,223-sq.- 
League of Jova, Daniels, Busby of Atlanta. ft. house selling for about $215,000 in Waterbridge, Winter Park. 


——————— Interiors: Design Spectrum, also of Winter Park. 


BOB BRAUN 
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BOB VAN NOY 


DAN FORER 


struction with plastic top and bottom to light redwood 
planter and walk-in shower. Tiled shower has three si 
fixtures, (not shown) including unit “for feet and dogs, 

a house by architect Lewis Bishop, Preszler-Bishop, Lodi, 
Calif. Builder: Leland E. Burns, Woodbridge. 


Circular skylight (above) becomes an important design el- 
ement in Florida house by Miami architect Barry Suger- 
man. Pine beam is centered on the opening to cast inter- 
esting shadows over the circular tub all day long. 


NATURAL LIGHT: BATHS 


r bath close to the front entrance of a 
house by New York City architect / 
fredo De Vido. Light-toned ceramic tile and generous vani- 
ty mirror maximize sun's rays on cedar-faced walls, which 
were left without window openings to provide privacy. 


Traditional skylight (above) brightens a flowery bath in 
2,270-: ft. model selling for $122,500 in Riverview at 
College Point, N.Y. Builders: Theodore and Harold 
Schorr. Interi 'orman Harvey of Farmingdale, N.Y. 


housing 5/81 


Idea, No Dook Special Effects for the Bath 


Bathroom design that stops prospects in their tracks is what 
we're talking about. Especially master bath design. As 
HOUSING's Home Shopper Study showed, master suites run a close 
second to kitchens when it comes to making or breaking the sale. 
For 12 prospect-stopping ideas, study the next four pages. 


cornering the vani 

counter space in a paneled bath. And 
there's lo of or storing towels 
and other clean-up ac i in the 
expanses of under 

combination of cerul 

rough-sawn thern pine paneling and 
slate quarry tile floor suggests a ba 
that would be especially at i 

a waterfront 


Split-level design pro- 


vides narrow bath (above) 
with a suggestion of 
compartmentalization-- 
separate areas for bath- 
ing and wash-up--without 
the claustrophobic feel- 
ing that partitioning 
would bring. Another 
idea for defining areas 
in so small a room: 
different tile shapes. 


Over-the-tub cabinets 
(left) offer a rather 
offbeat way to store 
infrequently used items 
such as extra toothbrushes 
for guests, bandages for 
emergencies, etc. More 
handy storage space is 
provided in matching 
vanity/dressing table 
and over-the-toilet 
cabinet and shelves. 


Easy maintenance 
plus glamour is 
the hallmark of 

a European-style 
bath (right). 
Laminated drop-in 
cabinetry--it can 
be moved if desired 
--is styled like 
contemporary fur- 
niture, and is 
fitted to accom- 
modate toilet- 
ries usually left 
exposed. There 
are drains below 
the wood mesh 
custom flooring; 
hence the "open" 
Shower shown in 
the foreground 

at right. 


Accent tiles, interspersed among complement- 
ary solid color units--as in the tub/shower 
area above--contribute a custom note to 
otherwise standard baths. Used as borders, 
accent tiles focus attention on other features 
like the niche and wall-to-wall mirroring. 


Super luxury, personified by built-in seating, 
a skylight and sculptured niches, is the hall- 
mark (right) of a master bath in a remodeling 
by architect Barry Sugerman of N. Miami 
(HOUSING, April). G.C.: Quirino Construction 
Co. Interior: Sugerman/Newman, both N. Miami. 


DAN FORER 


"mation Index 


Integral storage space--especially 


niches like the one shown above--is 
becoming standard in bathrooms today 
(see previous page and photo below). 
This big change from the old days, 
when bath accessories were stored 
out of sight, reflects new concepts 
of towels being decorative as 

well as utilitarian. 


(above) is a lounge as well. 
A comfortable, skylighted 
window seat, accented by a 
built-in planter and 
bookshelves, beckons as an 
attractive hideaway. The 
cool green-and-white color 
scheme works especially 
well in hot weather 
locations; and the ceiling 
fan would be welcome too. 


A recessed tub (left) 

draws attention to the twin 
storage walls, which provide 
enough shelf space in this 
bath for displaying collect- 
ibles as well as stacking 
linen and towels. This is a 
high-ceilinged room; and 
the application of wood 
diagonally on the walls 
helps emphasize that 
desirable feature. It also 
draws the eye upward to the 
over-the-tub window. 


For details, see 
Produet Information 
Index 


(above) provides 


for bathing anc 


twin KS ^ enough 
apart to c dd a plenty 
of elbow . ct: Margaret 
Courtn i 
Delbert Morgan, Glendora, 
painter: Barbara 
Studio, 7 ance, 


Hidden storag it behind a tiled door in 
the cantilevered vanit is the secret of 
the small bath above. Another smart idea 
when space is limited: extending the vanity 
as a shelf over the low-silhouette toilet. 


Opt 1 illusion: What ear to be wo 
framed mirrors atop vanity in bath at right 
actually are doors hiding medicine cabinet 
Architect: Barry Sugerman, N. Miami. 


Here's a Down-to-Earth 
Kitchen for 
the Handicapped 


A kitchen for the handicapped that works just 
as well for the rest of the family doesn’t 
necessarily need a complex design or fancy 
equipment. Case in point: the kitchen shown on 
these two pages—a first-prize winner in a 
design competition sponsored by the American 
Institute of Kitchen Dealers. 

The remodeling was done by Michael A. 
Lucci, CKD, of Lucci Kitchen Centers Inc., 
Aliquippa, Pa., for a couple; the husband uses 
an electric scooter-type wheelchair.* The 
remodeling was made easier by the type of 
wheelchair used, for it was possible to install 
cabinets and appliances at standard heights. 

Essentially, the room was divided into five 
areas: 

1. A cooking zone (“A” in plan): This area 
includes a freestanding oven/range installed at 
a 45' angle so that the scooter can be parked 
alongside it (see photo top left, facing page). ^ 
microwave oven was installed beneath, rather 
than above, a food-preparation counter. 

2. A clean-up zone (“B” in plan). Besides a 
dishwasher and a compactor, this zone includes 
a double-bowl corner sink (see photo, top right, 
facing page). This arrangement was chosen so 
the husband, who is able to stand for brief 
periods, can pull himself up by holding on to 
the sink. 

3. An eating zone ( "D" in plan). The key item 
here is a snack bar, set on a pedestal base at a 
height that just clears the scooter's handle 
bars. 

4. A storage zone ("C"' in plan). A ceiling- 
to-countertop pantry, whose lower shelves can 
be reached from the scooter, is included here. 
Also, the base cabinet beneath the pantry was 
equipped with sliding shelves. 

5. A traffic zone (“E”’ in plan). This entry 
and exit area was left unobstructed to prevent 
accidents and to accommodate the scooter. In 
addition, a small elevator replaces a former 
stairway to provide access to a lower-level 
laundry room. 

The elevator roof is overlaid with the same 
kind of floor-covering used on the kitchen floor 
(see photos, top and bottom, at right.) Thus, the 
elevator roof becomes an integral part of the 
floor whenever the elevator is lowered. Also, a 
telephone, installed in the elevator, provides 
contact with the outside world should the ele- 
vator stall between floors. —STEPHEN LEVIN 


*In the photographs shown on these two pages, the 
wife served as the model. 
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Elevator, shown above 
in raised and lowered 
positions, is finished on 
its side and roof to 
blend with the room's 
decor. Open floor plan 
(facing page, bottom) 
leaves plenty of room 
for scooter-type wheel- 
chair (right) to navigate. 
Since the wheelchair 
seat swivels 180°, most 
kitchen activities can be 
performed while seated. 


Corner oven/range 
is 30^ wide and in- 
stalled at a 45° angle 
so that the scooter can 
be parked alongside it. 
An adjacent window 
(see photo below) pro- 
vides natural light for 
the food-preparation 
counter. 


Features key 

1. 30" gas range, installed in corner at 
45° angle 

2. Microwave oven, installed below 
counter 

3. Double-bowl corner sink 

4. Wall-mounted pantry and base 
cabinet with sliding shelves 

5. Elevator to lower-level laundry room 

6. Telephone in elevator, for emergencies 


Corner sink, sct at 
a standard height of 
36”, can be used 
while sitting or 
standing, as can 
dishwasher to its’ left. 


Zone key 

A. Cooking zone 
B. Cleaning zone 
C. Storage zone 
D. Eating zone 
E. Traffic zone 
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tarters; 


Here are two ways of 
adding an element of 
surprise to your kitch- 

ens and bathrooms: 

Use distinctive shapes 

or splashes of color in 
unusual places. You 

can start with some of 
these products — the 
hexagonal lav, the 

curved cabinetry and 

the colorful sinks. 

Also shown: attention- 
getting amenities, such 
as a portable Jacuzzi? 
which can be used year- 
round, indoors or out, 
and the two wine stor- 
age systems catering to 
the growing interest in 
wines. 

And take a look at the 
following pages to find pos- 
sible accompaniments to 
the Talk Starters shown 
here. You'll find lighting 
fixtures, a variety of sur- 
face treatments and the 
latest in kitchen and bath 
equipment. 

—JENNIFER A. WAGNER 
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Modular bath cabinetry from two 
manufacturers offers a variety of stor- 


age features. For more on the Allibert 
collection above, circle 202 on reader 


service card. For information on the 


“Serie Gronda" shown at right, from 
Hastings Tile & Il Bagno. Circle 203 


on reader service card 


Portable whirlpool, the Cambio™, 
plugs into any 110v circuit and can be 
moved if desired. Jacuzzi Whirlpool 

Bath. Circle 200 on reader service card 


Cast-iron “Hexsign” lavatory (left) 
is offered in most of the manufactur- 
er's decorator colors. Kohler. Circle 

201 on reader service card 


Lighting 144 Surface Treatments 146 


La Culinaire™ (right) features two 
bowls with a fire-orange porcelain 
finish; five other bright solid-color 

finishes are offered. Jensen-Thorsen. 

Circle 206 on reader service card 


Single-bowl sink with built-in 
drainboard (below) also comes in a 
rectangular shape, A two-bowl mod- 
el is available. Atag. Circle 207 on 
reader service card 


"La Cave" wine storage unit pro- 
tects wines from damaging effects of 
heat, light and humidity. Unit holds 
up to 200 bottles. La Maison Edery. 
Circle 204 on reader service card 


Contoured corner cabinet pro- 
vides an unusual, under-the-sink 
hideaway for waste disposal. The 
European cabinetry has a reed- 
green matte surface framed with 
dark oak trim, Also available: 
curved end units, Poggenpohl. 
Circle 208 on reader service card 


Built-in wine rack in the island 
above is only one of the storage acces- 
sories available from this manufactur- 
er, which specializes in custom kitch- 
en design. Oak cabinetry shown fea- 
tures door panels from the “Old 
Town” collection, Krown Kitchens. 
Circle 205 on reader service card 
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PRODUCTS/BATHROOMS 


1. Sculptured-look bath collection in tuscan tan includes the 
“Continental” bathtub, “Patrician” water closet, "Valencia" bidet 
and "Charlene" pedestal lavatory. All fittings—including 3-valve 
bidet fitting, grab bars, tub filler and lavatory widespread fau- 
cet—are from the gold-plated “Crescendo” line, Eljer. Circle 248 
on reader service card 


2. Chrome-plated shower control is constructed of Allied 
Chemical's Capron® nylon with a Crownplate II? chrome finish. 
The nylon injected into the handle makes the unit resistant to 
corrosion and wear, and allows it to accept a variety of decorative 
finishes, Mixet. Circle 249 on reader service card 


3. The Bodyguard™ mixing valve, with single-lever control, 
maintains a preselected water temperature despite pressure 
changes. There are no moving parts or washers, climinating min- 
eral deposit problems, Two units can be installed back-to-back. 
Price Pfister, Circle 250 on reader service card 


4. "Dutch Provincial" medicine cabinet has a floral pattern 
carved into the textured fruitwood frame. Recessed cabinet has 
two adjustable shelves. Matching lights are available, as shown. 
Overall size is 18/^x 29A". Monarch Metal Products. Circle.251 
on reader service card 


5. The Infinity™ whirlpool, measuring 5'x42'" x20", can 
accommodate two persons. Made of reinforced acrylic, the con- 
toured fixture has four adjustable jets, safety grip handles and an 
electronic timer. Controls are easy to reach. Available in a wide 
variety of colors. Kohler. Circle 254 on reader service card 


6. Vista-Glide™ tub/shower enclosure has textured-finish, 
tempered safety glass that is available clear or in a tinted shade. 
The frame is aluminum. Kinkead. Circle 253 on reader service card 


7. White bath fixtures shown-— including one-piece toilet, bidet, 
5’ whirlpool bath and pedestal lavatory, are from the "Roma" 
collection. Matching fittings, also from this line, are shown in 
green onyx. American-Standard. Circle 252 on reader service card 


8. Two-handle faucet, with a sculptured look, has an antique- 
brass finish. The handles are charcoal-tinted acrylic. Also availa- 
ble from this manufacturer are single-handle and widespread 
models in a variety of finishes, including two gold tones. Moen. 4 
Circle 255 on reader service card à i 
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9. Valley Il? washerless faucets arc available with chrome or 
antique brass finishes. The cast-brass spout is 9/7 long. Standard 
spacing: 6’ to 16’. Acrylic handles come either clear or tinted. 
U.S. Brass. Circle 256 on reader service card 


10. Sculptured bath fixtures, from the Aretussa Series by 
Cesame of Italy, are made of molded, vitreous china. Shown here 
is one of six styles offered. Ten colors are available, Europa Bath 
Boutique. Circle 257 on reader service card 


11. The Avanza™ whirlpool, shown built into a raised platform, 
has six directionally adjustable jets. Tub is made of molded acryl- 
ic, and measures 6’ x 5^6'^x 30”. Control console is easy to 
reach. Jacuzzi Whirlpool Bath. Circle 258 on reader service card 


12. Low-silhouette, one-piece water closet is made of blended 
pyc and urethane foam, but looks like vitreous china. The 

toilet unit weighs only 29 lbs., but can withstand a load of 3,000 
Ibs, Unit uses less than 3’ gal. per flush. Available in a variety 

of colors. Delta Faucet. Circle 259 on reader service card 
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Subtle blends on sculptured shapes create 
a new bath decor. Enchantingly beautiful. 
Eljer's Blended Hues. 


Available in three attractive hues: Lavender 
Haze (shown), Blue Mist and Morning Rose — all 
on Eljer's Gallery Collection fixtures. Get your 
copy of Eljer's Blended Hues Decorator's Guide. - 
See your Eljer plumbing contractor or write Eljer, 
Dept. H, Three Gateway Center, Pittsburgh, PA 
15222. 


WallaceMurray | 


Circle 130 on reader service card 
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Three-panel mural called *Yellow Voile and White Palm Beach," 
"Resting On The Wind" collection. Silkscreened landscape is eight ft. high and comes in 


four colorways. Jack Denst. Circle 222 on reader service card 


“Homespun Stripe" vinyl-clad paneling 
(above) is constructed of '/’’-thick hard- 
board, surfaced with a textured vinyl that 
looks like woven fabric. Abitibi-Price. Circle 
223 on reader service card 


Prefinished hardboard paneling, from the "West Woods" 


"Fountain Bleu" vinyl wallcovering 
(above), pretrimmed 27” wide, is prepasted, 
peelable and scrubbable. Four colorways 
are available. Imperial Wallcoverings. Cir- 
cle 224 on reader service card 


series, looks like streaked 
redwood planks. Woodgrain design is printed onto '//"-thick hardboard. Available in 25 
“Central Zone” states. Masonite. Circle 225 on reader service card 


is one of 13 in the 


PRODUCTS/INTERIORS 


Gardens" vinyl wallcovering 
(above) is prepasted, washable and strippa- 
ble. Floral-design paper is part of the 
"Fashion Gardens" collection. GTR. Circle 
226 on reader service card 


i 


Coordinated vinyl wallcovering (above), 
two prints and a leather-look material, are 
called “Folklore,” “Pony Express" and 
"Diamond Line" (right to left). WallTex. 
Circle 227 on reader service card 


Hand-cast “French Provincial” mantel 
is made of lightweight resilient polymer 
that can be nailed or drilled. Approximate 
dimensions are 42" x 637A’, Available 
primed or with a stained look. Focal Point. 
Circle 228 on reader service card 
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All the nailer you need 
to drive all the nails you use. 


Se ee en 
With the Duo-Fast CN-325 heavy-duty nailer, you can 
drive a full range of nails from 6d through 16d, 2" through 
31⁄4". That means you can do most construction jobs— 
framing, truss build-up, decking, sheathing and more 

with just one nailer. The CN-325 is specifically designed 
for the construction industry, so its lightweight, compact 
and well-balanced for better maneuverability. You also get 
the advantage of Duo-Fasts on-the-spot service—the 
best in the industry. Get the one nailer that 
drives all the nails you use. Check 
the Yellow Pages for the 

name of your nearest 
Duo-Fast distributor. 


DUU-FAST. 


Duo-Fast Corporation 
3702 River Road 
Franklin Park, IL 60131 


Circle 63 on reader service card 
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Better tools, better fasteners, better ways to build y 


he loss, however, is your 
gain. 

For when you fly in our 
new business section* you'll 
never get stuck in the middle. 
Or by an elbow. 

Because in Pan Am's 
Clipper® Class, we've elim- 
inated the bane of business 
travelers. The middle seat. 

But we didn't stop with 
merely removing the seat in the 
center. We replaced every one of 
them. With seats that are totally 
new. 

(They're the same seats se- 
lected for First Class on the next 
PE s of jets. The ones due for 

elivery around 1985.) 

Our new seats are wider 
and larger than the ones you re 
probably used to. Which means 
they're much more comfortable believes putting the middle 
than seats in your business-as- ii seat out of business is putting 
usual section. € "R es m ' the business traveler first. 

And since there are fewer 
of them, you get an additional 
dividend. Room. 

What's behind our move to 4 
remove the middle seat? Same 
motivation that's made Pan Am 
the innovator in air travel: concern 


for your comfort and conven- 
ience. 
That's why ClipperClass 
is now a distinctly separate 
pu of the plane. Especially 
or people who travel on 
business. 
And the reason we offer 
amenities not normally found 
this side of First Class. Every- 
thing from special check-in 
facilities to gourmet food served 
on fine china. 
The bottom line? Simply 
that, from nine U.S. cities to 32 desti- 
nations all over the world, no other gi 
airline offers a better business — g 
section* 
So tell your Travel Agent 
or Corporate Travel Department 
æ you want Clipper Class. 
On the airline that 


*New Clipper Class is currently available 
to selected destinations. New destinations 
are being added each week. And by mid- 
year, our new Clipper Class will be offered 
on our entire 747 fleet —and on certain L1011s— 
worldwide. 
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PRODUCTS/CABINETRY 


4. “Classic” cabinetry line is constructed of solid cherrywood 
with brass hardware. Base cabinets feature self-closing drawers. 
Options include: a wine rack; spice storage and leaded glass 
doors. Wood-Hu Kitchens. Circle 281 on reader service card 


2. “Country Manor” oak vanity, shown with a white finish, 
features flat-panel doors and brass hardware. The interior is con- 
structed with oak-colored "Aristex" laminate. Drawers feature a 
side-glide system. Vanity is also available in a light golden wood 
tone; this model features matching toe kick. AristOKraft. Circle 
282 on reader service card 


3. Contemporary-style “Act Ill” cabinetry is part of the “New 
World Concept” series. Units have solid wood doors framed with 
metal molding. Doors come in cherry (shown), oak or maple. A 
choice of brass or chrome trim.is offered. Rich Maid Kitchens. 
Circle 283 on reader service card 


4. “Misty White” cabinet finish, new from the manufacturer, is 
shown on a traditional-style “Cathedral Oak” vanity. Finish, 
which is hand-worked into the wood to enhance the grain design, 
is available on all the manufacturer's cabinet lines. Riviera Kitch- 
ens. Circle 291 on reader service card 


5. Golden oak “Yardley” cabinets arc fitted with adjustable 
shelving and wire baskets in various sizes and shapes that makes 
storage organization easy. Self-closing doors are rectangular flat 
panels with a solid oak frame. Options include: leaded-glass door 
insert and range hood. Excel. Circle 284 on reader service card 


6. "Cathedral" cabinet is part of the "Bath Concept" line, 
specially designed for small bathrooms. The cabinetry offers stor- 
age space for towels and toiletries, and features a drop-down door 
that can serve as a counter. The “Bath Concept" line is available 
in a variety of woods including pine, pecan, oak and cherry. 
Quaker Maid. Circle 285 on reader service card 


7. "Knottingham" cabinetry is constructed with solid oak frames. 
A line of specialty features, such as revolving shelving in base 
and wall units, chopping block, metal bread box, microwave oven 
cabinet and dishwasher cabinet, are also available. Yorktowne 
Cabinets. Circle 286 on reader service card 


8. Bath vanity from the “Richmond Hill" cabinetry line has doors 
with double cathedral arches. Face frames and doors are made of 
solid oak, stained a honey tone. One-piece countertop, including 
bowl and backsplash, is made of cultured marble. The vanity is 
available in six different widths and three depths. Belwood. Circle 
287 on reader service card 


9. “Potomac” cabinetry fcatures doors with recessed paneling. 
Units are finished in a light oak tone. Eight styles of brass-finish 
hardware, which includes wraparound self-closing hinges, are of- 
fered. Accessories include hutch, bookcase, pantry and desk. 
American Woodmark Corp. Circle 288 on reader service card 


10. “Cosmos I!” line of cabinetry offers *no-frame" construc- 
tion for more interior space. Cabinets are made of composition 
board with a laminated finish. Features include revolving shelves, 
wire storage baskets, wide drawers and a wide range of acces- 
sories. Xey. Circle 289 on reader service card 


11. Bath cabinetry, from the “Legacy” line, is shown in oak 
stained a light brown. Cabinetry, also available in cherry, features 
recessed-panel doors with exposed pegs. Rutt Custom Kitchens. 
Circle 290 on reader service card 
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BECOME A MORE 
PROFITABLE BUILDER 
FOR AN 18¢ STAMP. 


Another free, colorful 16-pager from PPG. 
This one shows you how glass fibers make the con- 
struction products you buy lower in cost, better in 
performance. Glass fibers make concrete lighter, 
shingles more stable, bathrooms easier to install, 


FiberGlass 9 
AConcern for the Future 
INDUSTRIES 


PRODUCTS/KITCHEN EQUIPMENT 


At last. A full-size 
whiteprinter that 
won't cost you an 
arm anda leg! 


All New from Blu-Ray. 
The Colt 200. 


Probably the lowest cost full-size 

(42" throat) diazo copier on the market, the new Colt 200 
is a fully synchronized printer/ developer. It is 52 inches 
long yet weighs an easily portable 43 pounds! Sets up 
in close quarters or take it on-site and make sharp 
checkprints, sepias, film intermediates. The Colt 200 
has solid-state control circuitry, reversing switch and 
many advanced features usually found only on bulkier 
and much more costly machines. 

Biu-Ray, Incorporated, Essex, CT 

06426. Tel. (203) 767/0141. 


Send for 
New Brochure 


———— 
we give you more uptime 


Circle 140 on reader service card 
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Double-door refrigerator, shown built into Coppes cabinetry, 
features a Serva-Door® "door-within-a-door" for easy access to 
frequently used foods. Whirlpool. Circle 225 on reader service card 


“The MVP” microwave has a 
two-speed ventilating system 
that replaces over-the-range 
hoods. Thermostat will auto- 
matically activate fan to vent 
excessive heat from range un- 
derneath. Built-in unit is 30’ 
wide. Magic Chef. Circle 226 on 
reader service card 


Pilotless gas range, 30’ wide, features a self-cleaning oven/broil- 
er. Unit also has a digital clock and lighted backguard. Tappan. 
Circle 227 on reader service card 


Ventilating system provides a 
25'x 16'^X 19’” space designed 
to accommodate a microwave 
oven as shown at left or other 
appliance. Ventilator has two 
blowers rated at 400cfm, and 
can be vented to outdoors or 
installed duct-free. Dacor. Cir- 
cle 223 on reader service card 


POE TCU acrem 
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Combination double oven includes a microwave and a conven- 
tional, self-cleaning lower oven. Unit is 27” wide. O'Keefe & 


Drop-in range, with five cooking modules, features a self-cleaning 
oven with two baking modes, including one for slow, crockery-style 


Merritt. Circle 224 on reader service card cooking. Amana. Circle 222 on reader service card 


“TENSION HEADACHE? 
BUILD A MiGi 

AND CALL ME 

IN THE MORNING” 


by Fiberfab 


MiGi: The VW based sportscar kit you weekends is as much fun as driving the 
build. Assembling your own sportscar is completed car. It won't cure everything, 

a truly relaxing and rewarding experience. but the MiGi is the perfect way to 

While it's true you can't build one in relieve the little pains of daily living. 

a night, assembling one yourself in a few CALL TOLL FREE 1-800-328-5671 


Circle 141 on reader service card 
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Decorative ceramic tiles, in 
an earthtone colorway, are 
shown above installed on both 
the floor and the wall. Durable 
tiles resist stains, acid and heat 
Piemme. Circle 245 on reader 
service card 


Glazed ceramic tile (right) is 
suitable for both floors and 
walls. Tiles, from the Keram- 
= Atelier series, are available in 
part of the manufacturer's cognac, as shown, or in havanna 
brown. Amsterdam Corp. Circle 
246 on reader service card 


x Age 
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“Spring Garden" vinyl flooring is 
Lustrecon? collection. Available in 6- and 12-ft. widths. Manning- 
ton Mills. Circle 242 on reader service card 


WITH THE GOOD-AIR 
CA90 DUCTLESS FAN 


Save up to $50 in construction costs per 
bath. No ductwork, no outside venting and 
no roof caps. 

The CA/90* Ductless Fan with its patented 
dual filter air treatment 
system recirculates, cleans. 
filters and deodorizesindoor 
air. Easy to install, it's already 
proven in hundredsof 
thousands of apartments 
| t and hotel installations. The 
l | CA\90 Ductless Fan is code- 
approved, UL listed and meets the National 
Sanitation Foundation’s C-10 criteria 

Start cutting construction costs today. Make 
the switch from conventional exhaust systems 
to the CAI90 Ductless Fan and pocket the 
savings. 


From the Good-Air People 
Rush-Hampton Industries, Inc. 


3000 Industrial Park 
Longwood, Florida 3: 
305/834-3000 


142 housing 5/81 Circle 142 on reader service card 


Sheet vinyl flooring (right), 
called “Paraiso Marble,” is 
from the GAFSTAR 4800 series. 
Flooring comes in five color- J ow 
ways: grotto blue, almond ase "^ 
beige, green mist, coral cloud, 

and maple sugar. GAF. Circle 

243 on reader service card 


ing. Armstrong. Circle 244 on reader service card 


"Ashby Square" vinyl flooring, with a parquet design, has a Resilient vinyl flooring is stencilled with a tile design. "Royal 
butcher-block look. Easy-to-install, 12" square tiles are self-adher- Gallery," from the “Ultraflor” line, comes in almond and delft 
blue. Congoleum. Circle 247 on reader service card 


WITH THE GOOD-AIR 


ENERGY COSTS 


CA90 DUCTLESS FAN 


Save your customers as much as 5100 a year 
in. energy costs. 

With:a conventional exhaust system, ex 
pensively heated and cooled air is blown 
outside. With a. CAI90* Ductless Fan, the air 
iskept inside. 

The CAI90 Ductless Fan is easy to install. 
No ductwork, no outside venting and no 
roof caps. 

A patented dual filter air treatment system 
recirculates, cleans, filters and deodo 
the air. That can save your customers as 
much as 5100 in energy costs per year. And 
as energy costs soar, so will 


the savings. 
The CAI90 Ductless Fan. 
Ifsone of the simplest 


energy savingfeatures 
you can sell. 


Circle 143 on reader service card 


From the Good-Air People 
Rush-Hampton Industries, Inc. 
3000 Industrial Park 

Longwood, Florida 32750. 


305/834-3000 
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Chain-hung fixture has a shade con- 
structed of antique-finish wood with cane 
inserts and brass accents. The unit is from 
the manufacturer's “Chelsea” line; match- 
ing accessories are available. Thomas. Cir- 
cle 271 on reader service card 


Spherical fixture (right), designed for 
spot- and flood-lighting areas requiring a 
high level of illumination, mounts into the 
manufacturer's track. Steel housing also 
comes with metal finish. NuTone/Sterling. 
Circle 272 on reader service card 


Two-lamp wall light (below), designed for 
use in bathrooms and kitchens, has a milk- 
white acrylic diffuser with decorative oak 
trim. Fixture accepts 15w to 40w lamps. All 
hardware is concealed. Lithonia. Circle 274 


on reader service card 


aluminum, bronze, brass, matte black and other finishes. Curved track sections are also 
available. Halo Div. of McGraw-Edison. Circle 273 on reader service card 


144 housing 5/81 


L 


“The Olympic” and “La Residenz” fix- 
tures (above left and right) are recommended 
for accessory kitchen lighting. The contem- 
porary fixtures have shades in white or 
tobacco, and all trim is chrome. Koch & 
Lowy. Circle 275 on reader service card 


Globe-bulb fixtures arc available in a 
number of models, as shown below. These 
can be ordered in lengths up to 96°. Availa- 
ble finishes include polished chrome, brass 
and 16 solid colors. Melolite. Circle 276 on 
reader service card 


Double-swag fixture has an old-fashioned 
gas light design. The shades are made of 
clear, prismatic, fluted glass, and the brass 
trim has an antique finish. Unit is 7” in 
diameter, 8'" high and comes with a six-ft. 
chain. Two candelabra bulbs may be up to 
60w. Progress Lighting. Circle 277 on reader 
service card 


ræ 


We havent GOmpromised on anything in our full line of pres- 
tigious cooking appliances. A superior line, designediby 
O'Keefe & Merritt for people who really care about cooking. 
A line you w@n't find justanywhere. because distribution is 
selective j 

O'Keefe & Merritt has cooking appliances to fit your every 
selling needj Cooking 00 RF» built with excellence. From 


the way they look...to the they perform. 

Take our GonVerta-Grill™The convertible grill top that's at 
h6me inanykitehen. Forone thing, it's available for either 
updraft Or dbwndraftwenting. For another, it's dishwasher 
cleanable. Maybe that's why Converta-Grill™ is one of the 
hottest items in the cooking business today. 

Or take our stunning built-in microwave unit. Just one of a 
long series of versatile built-ins that provide double-oven 
cooking—and double-digit profits for you. They're all part of 
O'Keefe & Merritt's broad line of cooking appliances Every- 
thing from gas, electric and microwaves to dishwashers, 
refrigerators, disposers and compactors 

Take them all. use you can count on O'Keefe & Merritt 
to give you su ike national, year-round advertising. 
On-going prom S. Handy sales literature. National parts 
and service. PI Ittom-line results. 

Take a closer look at all the O'Keefe & Merritt appliances. 
You'll find they'll fit perfectly into your profit picture 


El zz | 
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“MillPlank” paneling comes in 4’ x 8’ sheets with beveled grooves spaced 12" apart. A 


variety of wood vene 
(shown) et ced: 


“Wildflower Park” wallcov 
of vinyl-backed f; i 
Strippable wallcovering comes in 
27"'-wide rolls. General Tire. Circle 293 on 
reader service card 


ig, made 
ric, is available in three 


colors. 


“Z-Brick” veneer is a A 


are offered, including coffee oak, ginger birch, pep 
and blue pine. Georgia-Pacific. Circle 292 on reader servi. 


-thick brick made of all-mineral 


corn birch 


“Najade” ceramic tiles, with water-lily 
designs, are available with a green or brown 
pattern. Tiles measure 8" x 10”. Floor 
tiles come unpatterned. Villeroy & Boch. 
Circle 294 on reader service card 


material. Facing materi 


fireproof and comes in individual units. Colors include gold, red, gray and white. Z-Brick. 


Circle 295 on reader service card 
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Kiln-fired Brickettes® are '/ thick and 
suitable for interior or exterior use. Two or 
three-sided corners are available. Bricks are 
offered in 11 colors including: regatta red 
and hacienda white. Modern Methods, Cir- 
cle 296 on reader service card 


"Caribe" wallcovering is one of 17 
designs in the “Something For Everyone” 
collection. Screen-printed floral pattern is 
available in three color ways. Albert Van 
Luit. Circle 297 on reader service card 


Decorative ceramic tiles, shown above 
installed on the countertops and walls, are 
from the “Valencia IT" series, with accent 
tiles from the “Cachet” line. “Valencia” 
tiles come in a wide variety of sizes and 
shapes, and in 12 basic colors. Latco. Circle 
298 on reader service card 


When they soy wosherless ... 
plumbers who demand heavyweight 
cast brass quality install Gerber. 


f ‘New Gerber “extended-body” 
| 


design keeps working parts out 
A from behind the wall for easy 
— — accessibility if ever necessary. 


Heavyweight, one-piece, 
cast-brass diverter body with 
no solder connections. No 
loose joints, no costly 
damage from leaks. Installs 
easier. Assures perfect & 


alignment. y 
- ee SE A 


— ` —À 


E Completely self-contained with 
all working parts in one oper- 
ating unit. No washers, seats 
or springs. No metal-to-metal 

. working parts. Nothing to 
corrode, wear out, or lime-up. 


W Converts any installed Gerber 
two-handle lavatory or ledge 
faucet to washerless in minutes. 


W Same cartridge for “hot” or 
"cold." Simple twist of bottom 
cap does it—a unique patented 


Beautiful chrome-over-nickel 
finish holds its deep, lustrous 


gleam long after competitive j Patent No. 4,005,728 Gerber feature. 

faucets Balto dull. Choice $ : E True WASHERLESS design. No seats. No - 

of sliding sleeve trim (valve on pi washers, O-rings or diapt pm 

right) or threaded lock type PA -  compress—and wear out. Positive Gerber 

escutcheon trim (valve on left). on/off shearing action alone controls water 
EH i flow; unlike many so-called “washerless” 
n i faucets which are actually threaded stem- 
n E and-bonnet compression-types. 


Gerber I herl t for 

every r 0 s cast brass 

t ry one is ai | 
; u NEVER 


GERBER TRUE WASHERLESS—ANYWHERE YOU WANT IT. 


e sure 


A—Washerless Bar Faucet 

B—Washerl Sink Faucet 

C—Washerless indry Faucet 

D—Washerless Centerset Lavatory Faucet 

E—Washerless Bath/Shower Diverter 

F—Washerless Hi-Rise Centerset Lavatory Faucet 

0017 G—Washerless Widespread Lavatory Faucet 


These faucets also available with Compression Stem-and-Bonnet. 
Circle 147 on reader service card 
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SPECIAL-NEEDS KITCHENS 
Pages 85-93 


| Pages 92-93: "Craftsman" cabinets with 
ash doors, St. Charles Manufacturing Co.; 
built-in refrigerator, Sub-Zero Freezer 
Co.; hood over peninsula, Vent-A-Hood. 


— 
OLD BATHS 
Pages 97-102 


Page 97: Sink, tub and brass fixtures; all 
supplied by the owner. 


Page 98— Left: Toilet, hidden behind 

arched entrance; American Standard. 

Paneling is constructed of 1 X 6, clear, 
: all-heart redwood lumber. The 6^" x 6°’ 
| quarry tiles for floor; American Olean Tile 
Co. Burgundy countertop tile; Franciscan 

Ceramics. Cabinetry was built on-site by 
- the architect. 


Page 99— Right: Tub and wall tiles, "Va- 
lencia Series"; Latco. "Rochelle" toilet, 
not shown; Kohler. “Luxor” b: Ameri- 
can Standard, Faucets; Artistic Brass. 
Aluminum blinds for skylights; Levolor. 
Lefi: European mosaic tile from Italy, Fix- 
tures; American Standard, Faucets; Ar- 
tistic Brass. Bathtub; Jacuzzi®. 


Page 100— Lefi: Blue tile around tub and 
on the floor and walls; Latco, Cabinets of 
paint-grade birch. “Aqualung” sink, 
“Concord” toilet and "Ultratub" whirl- 
pool; all American Standard, Right: Tile 
around the tub and on the countertop; 
Dallas Tile. Japanese-style soaking tub 
and two-piece shower; Dura Glass. Lava- 
tory and water closet; Kohler. Sheet vinyl 
flooring; Armstrong. Cabinets; custom- 
made by the Neil Kelly Co. 


Page 101— Left: Skylight and cypress pan- 
cling constructed by Collins Products Inc., 
Ocean City, Md. Antique mirror supplied 
by Antique Designs, Vero Beach, Fla. The 
tub, fixtures and door were salvaged. 
Right: Ceramic tile around tub; Latco. 
Sink fixtures; Artistic Brass. The cabinets 
are constructed of rosewood. 


Page 102: Ceramic tile; Latco. Fittings; 
Water Colors. “Concord” toilet, fiberglass 
soaking tub; both American Standard, 


——— 
THE WOOD LOOK 
Pages 106-111 


Page 107: Tub; Kohler. Paddle fan; Hunt- 
er. Floors; Italian marble. 

Page 108— Top: Redwood paneling; "La- 
Honda" by Simpson Timber. Bathtub; 
Jacuzzi. Bottom: Tub; Kohler. Quarry tile 
flooring; Structural Stoneware. Skylight; 
Regal Plastics. Blinds; Pella. 


Page 109— Top left: Tile; Diastone. Tub; 
| American Standard. Top right and Cover; 
| Tub; Kohler. Bottom: "Biscayne" tile; 
| Structural Stoneware. Tub; American 
| Standard. Fittings; "Olympic" by Brad- 
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ley. Exhaust fan; Tradewinds. Birch cabi- 
net; custom-made. 


Page 110: Oak cabinets; custom-made by 
Tom McClure, Santa Barbara, Calif. 


Page 111—Top left; Italian machine-made 
tile flooring; supplier, Louis Goldey. 
Appliances; General Electric. Cedar cabi- 
nets; custom-made, Bottom; Handmade 
Mexican tile from Elon Tile. Floor; stan- 
dard brick pavers. Cooktop; Chambers. 
Barbecue; "Char-Glow" by Therma- 
dor/Waste King. Trash compactor; 
Whirlpool. Sink; American Standard. Fit- 
tings; Bradley. Birch cabinets; custom- 
made. Top right: Cabinets; custom-made 
by Kitchen Originals, Miami, Fla. Italian 
tile for floor supplied by D&B Tile Dis- 
tributors, Miami. Cooktop; Frigidaire. 
Undercounter oven; Thermador. 


—— 
NATURAL LIGHT 
Page 114-119 


Page 115— Upper left: “Tuscany” ceramic 
tile on counter; American Olean Tile Co., 
a National Gypsum Co. Upper right: “Con- 
noisseur" self-cleaning double oven/range 
and sound-insulated dishwasher; all 
Whirlpool. Laminate countertops; Formi- 
ca. Bottom: Dishwasher; General Electric. 
Countertops made of ceramic tile. 


Page 116— Bortom: Double-glazed green- 
house window; Thermopane. Range; Jenn- 
Air. Built-in refrigerator; General Elec- 
tric. Wood flooring protected with ure- 
thane finish. Cabinets and island; custom- 
designed by Jack Mazur. 


Page 117— Upper right: Tile and surround 
of man-made marble; double-glazed, 
tinted windows. 


Page 119— Upper left: Skylight over red- 
wood planter; Solartron. Tile on floor and 
walls of walk-in shower with three sets of 
fixtures (not shown); Heath Ceramic Tile. 
Upper right: Wall and ceiling of cedar; 
vanity faced with Mexican tile. Lower left: 
Trim and wood beam of pine treated with 
Cabot's 0-241 Bleaching Oil. Wall around 
circular tub; travertine marble. 


———— 
IDEA NOTEBOOK 
Pages 120-123 


Page 120— Top lefi: "Lady Vanity" lava- 
tory, with shampoo spray arm and white 
acrylic handles; *Pompton" low-silhouette 
toilet; "Guardian" bathtub with safety 
grip handles and slip-resistant bottom; all 
in cerulean blue; Kohler. Top right: 
Ceramic tiles, Vencuzel. Bottom: “Clari- 
on" contemporary-style cabinetry, includ- 
ing vanity with pull-out hamper; Quaker 
Maid. Bathroom fixtures; Kohler. 


aaa trata 
Page 121—Top: Vanity, countertop and 
wall-mount cabinets, all in quartz; Pog- 
genpohl. Bottom right: Bathtub; Jacuzzi. 
Light fixtures; Habitat. 


Page 122— Top left: “Tilche™ lavatory and 
toilet; American Standard. Top right: 
Ceramic floor tile, green and white wall 
and counter tiles; all Mid-State Tile Co. 


Page 123— Top: Cabinetry; Pelletier Cabi- 
nets, Upland, Calif. Brass fixtures; Ar- 
tistic Brass, Los Angeles. Lavatories; 
American Standard. Tiles; Latco. Left: 
Ceramic tiles, in dawn gray; American 
Olcan. Lavatory; Kohler. Bottom: Medi- 
cine cabinets; custom-designed by Barry 
Sugerman, AIA. Lavatory; Kohler. 
Lights; Lightolier. 


———————— 
KITCHEN FOR HANDICAPPED 
Pages 124-125 


Pages 124 and 125— Top left; Oven, 30' '- 
wide gas model; Roper. Top right: Double- 
bowl corner sink; Elkay. Center: Cabinetry, 
valencia raised-panel style finished in colo- 
nial cherry; Lucci Cabinets, through Cabi- 
net Systems Inc., Louistown, Pa, Counter- 
tops, pattern #722 in beige rawhide; For- 
mica. Vinyl floorcovering, pattern #4031; 
Mannington. Dishwasher and compactor, 
models KDSI8 and KDS100 respectively; 
KitchenAid. "Elevette" elevator; Incliner 
Co. of America. Wallpaper, “Some Like it 
Small” from the “Elegant Collection”; 
Comark Plastics. Microwave oven; Litton. 
Intercom; NuTone. Recessed lighting; 
Progress Lighting. 


CORRECTION 

Potlatch Corp.'s structural panel, called 
“oriented strand board,” was incorrectly 
described on page 86 in the March issue. 
Here is the correct data: Structural panel, 
developed as an alternative to plywood for 
light construction, is made of aspen flakes 
bonded with phenolic resin, “Oriented 
strand board” can be used in room decks, 
sidewalls and single-layer floors. 


Also on this page, the captions describ- 
ing the "TJI" joist from Trus Joist and the 
*W" web joist from ACE, labeled num- 
bers 6 and 7, were reversed. We apologize 
for any confusion caused by these errors. 


PRODUCTS/SOLAR 


The cut above the rest 
cabinet 


for the cut-above 


Heat exchanger module is adaptable to 
new or existing solar drain-back hot water 
systems with up to nine panels. Self- 
contained “JL” unit comes with solar pump 
circulator, controls, integral plumbing and 
wiring. Dell Solar Industries. Circle 239 on 


reader service card 


Solar roof flashing has four openings each 
of which accepts pipes of four sizes, from 
^ to 1”, Leakproof flashing, suitable for 
roofs. with angles up to 45', is resistant to 
weather, sun and salt. No mastic is required 
in installation. Specialty Products. Circle 
240 on reader service card 


Quaker Maid custom cabinetry is not just another cabinet line. 
It's quality through and through. Superb styling and craftsman- 
ship give you an unusual sales advantage. Quaker Maid is a 
custom cabinet line that lets you design a job the way you want 
it. Now, Quaker Maid moves into other areas in the home with 
their "Bath Concept" and other rooms cabinetry to give your 
units a showplace look. Quaker Maid's wide va- 

iety of styles, cabinets, and conve- 
nience features give you the 
options that assure sales. If you 
care what goes on 

under your roof, call or write .. . 


Solar collector (above) is constructed of a 
petrochemical-based material that has been 
heretofore used only as a collector insula- 
tion material. The collector panels, which 
measure 2^ X 8’, are designed for an air- 
type system. Bensun Solar Corp. Circle 241 
on reader service card 


INNOVATORS OF DISTINCTIVE CUSTOM CABINETRY 


aZAPPANGivision 
Rt. 61, Leesport, Pennsylvania 19533 215-926-3011 


Circle 149 on reader service card 
* €» housing 5/81 149 


Circle 


No, 
28 


American Gas Assn. ..28 


J. Walter Thompson 


o. 


151 American Red Ball Transit Co., Inc. . 151 
Keller-Crescent Co. 
a E . 30 
Pardue Marketing Co. 
103 ArstOKraEt eene 103 
Tree Marketing Co. * 
*2 Armstrong World Ind. Inc. .....Coy. H 
Marsteller, Inc. 
152 Artistic Brass ......... Cov. MI 
Div. of Norris Ind. 
Joel Goldstein Mktg. Comm. Inc. 
64 Asphalt Roofing Mfg. Assn. ..132A 
Chiat/Day/Hoefer 
140 Blu-Ray Inc. .... .140 
C. Franklin Thompson "Adv. ‘Tne. 
29 Cabot Inc., Samuel ..... 5 229 
Donald W. Gardner Adv., Inc. 
150 Cado Systems Corp. .... „A51 
Rob Robinson Adv., Inc. 
*9 Carrier Air Conditioning Co. .....8.9 
N. W. Ayer ABH Intl. 
Classified |... E 
83 Congoleum ... 82,83 
Grey Adv., Inc 
10 Crestline .......... 10 
The Cramer- Krasselt Co. 
26 Dow Chemical U.S.A. 26,27 
27 Dow Chemical U.S.A. . 26,27 
Campbell Mithun, Inc. 
63 Duo-Fast Corp. 1308 
Juhl Adv, Agency 
130 Eljer Plumbingware veo oO 
Div. Wallace Murray 
Widerschein/Strandberg Assoc. 
69 Elmendorf Board Corp. 132B 
Lagasse Assoc, Adv., Inc. 
141 Fiberfab, Inc. ....... MH ERU | | 
Classic Adv. 
6 Ford Glass ...... 6 
Wells, Rich, Greene /Detroit Inc. 
76 Formica Corp. Ar E. 
Michael R. Abramson Assoc., Inc 
37 Fypon 37 
Herman Ehudin Adv., Inc 
35 Gas Appliances Mfg. Assn. (GAMA) 35 
Needham, Harper & Steers Adv., Inc. 
21 General Electric ee eia E GSA 
23 General Electric ....... : 23 
25 General Electric sy 25 
BBDO, Inc. 
147 Gerber Plumbing Fixtures ........147 
Sidney Clayton Assoc., Inc. 
41 H & R Johnson ..... me: 4l 
Crane, Barmak & Co. 
13 Homasote Co. ..... eser een dd 
Gillespie Adv. Inc. 
80 fune Crest seen ..80 
Juhl Adv. Agency 
Housing Seminar 
Sales Effective Sicha ne & 
ROEM? oa ran aneen 
33 Howmet Aluminum Corp. . 
Crume & Assoc., Inc, 
*32 Inclinator Company of America ....34 
Foltz-Wessinger, Inc. 
59 Jacuzzi Whirlpool Baths, Inc. ...... 59 
J. Walter Thompson Co. 
43 Jenn-Air Corp. .......... . 
Young Rubicam/Chicago 
62 KitchenAid Div./Hobart Corp. ..... 62 
Griswold-Eshleman/Cleveland 
*96 Kitchen Kompact, Inc. .. 96 
Halbleib & Moll Assoc.. 
139 Majestic Co. ............. VE 150 


Keller Crescent Co. 
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*See Advertisement in Housing 
August 1980 Buyers Guide 


For your convenience Reader Service 
Cirtle numbers precede advertisers names 


Circle 
No. 
84 Moen ....... oeei on A tnmen nnn 84 
Wyse Adv./Cleveland 
Nutone Div., Scovill Inc. ......... 1,2 


Dektas & Eger, Inc. 


154 Olympic Stain ..............- Cov. IV 
Kraft Smith 
BIG) Ead C. Iud D eic 140 
Ketchum MacLeod & Groves, 
Pittsburgh 
Pan American World Airways .....137 
N. W. Ayer ABH Int'l 
34 Pease Co./Ever-Strait Div. ......... 34 
H/1/C Adv., Inc. 
CU ac M oc REO EE E ereor e RA 16 
Soderberg Thompson MacEwan Inc. 


149 Quaker Maid .... 
Schultheisz/ Kennedy Adv. 

142 Rush-Hampton 

143 Rush-Hampton .... art 
Ellis Singer & Webb Ltd. Adv. 

68 Ryan Homes xs 
Creamer, Inc. 


..149 


St. Croix Educational Services 135,136 


Janssen/Companies 

67 San Valle Tile Kilns ............ 132E 
Evans/Weinberg Adv. Inc. 

113 Scheirich Co, H. J. ......... 112, 113 
Doe-Anderson Adv. 

*79 Sears, Roebuck & Co. ............ 79 


Stern Walters/Earle Ludgin 
18 Senco 
Griswold-Eshleman/Cincinnati 
65 Shell Chemical 
MDR, Inc. 
66 Standard Structures, Inc. 
The Capener Co. 
36 Steamist Co., Inc. 
Steamaster Co., Inc. 


. .132B, 132C 
..I32D 


145 The Tappan Co. (O’Keefe & Merritt) 145 


Lewis & Gilman 
47 ThermaSol Ltd. .... 
Studio Roman, Inc. 


adi o ae soca’ a S, 31 
David W. Evans Inc./Calif. 
5 U.C. E o oa ia npo li 4,5 
Marstrat Inc. 
+95 USS Novamount, Inc. 94, 95 


David W. Evans, Inc. 
Viceroy Homes . : 
39 Weather Shield Mfg. .. 
Four Star, Inc. 
*105 Whirlpool Corp. .. 
The Netedu Co. 


-. 104, 105 


YOU CAN BUILD FOR 


HEAT-CIRCULATING 
FIREPLACES. 


Write Majestic 
for all the details. 


MAJESTIC 


P.O. Box 800, Huntington, Indiana 46750 
Circle 139 on reader service card 


ADVERTISING SALES STAFF 


ATLANTA, GA 30309 
Peter H. Miller 

1175 Peachtrec St. 
(404) 892-2868 


CHICAGO, XL 60611 
Richard Hathaway 
Robert E. Klein 

645 N. Michigan Ave. 
(312) 751-3700 


CLEVELAND, OH 44113 
Milton H. Hall, Jr. 

55 Public Square 

(216) 781-7000 


DENVER, CO 80203 
Harry B. Doyle 

655 Broadway 

Suite 325 

(303) 825-6731 


DETROIT, MI 48075 
Robert E. Klein 

4000 Town Center 
Suite 770 

(313) 352-9760 


HOUSTON, TX 77040 
John Strong 

7600 W, Tidwell Rd. 
Suite 500 

(713) 462-0757 


LOS ANGELES, CA 90010 
Richard R. Butera 

3200 Wilshire Blvd. 

South Tower 

(213) 487-1160 


NEW YORK, NY 10020 
Peter H. Miller 

Kathy Tschantz 

1221 Avenue of the Americas 
(212) 997-4034 

(212) 997-3486 


PHILADELPHIA, PA 19102 
Peter H. Miller 
Three Parkway 
(215) 496-3800 


PITTSBURGH, PA 15222 
Milton H. Hall, Jr. 

6 Gateway Center 

11 Stanwix Street 

(412) 227-3640 


SAN FRANCISCO, CA 94111 
Richard R. Butera 

425 Battery Street 

(415) 362-4600 


STAMFORD, CT 06901 
Kathy Tschantz 

300 Broad St., 7th Fl. 
(203) 359-2860 


Advertising Sales Mgr.: 
Kenneth E. Gazzola 
Business Mgr.: 
Vito DeStefano 


Classified Advertising: 


(212) 997-2556 

Send advertisements and box number 
replies to: Housing P.O. Box 900, 
New York NY 10020 


Classified 
Advertising 


The market-place of housing. 
EQUIPMENT FOR SALE 


COMPUTER SOFTWARE 


Thinking computer? We have developed a high quali- 
ty software package for use on the North Star micro 
computer (Complete system cost less than $8,000). 
The software was designed and developed by active 
single/multi family builders and includes A/P, G/L, 
Job Cost routines plus all management reports. 
Software only, complete with manual $1,595. 
For more information or demonstration contact: 


CHAMP SYSTEM, INC. 
2719 S. 60th St., Milwaukee, WI 53219 
(414) 321-5300 -or- 

8282 Western Way Circle 
Jacksonville, FL 32216 
(904) 737-5571 


MATERIALS FOR SALE 


PREFAB TRUSS & WALL PLANT 
Liquidating all equipment. 
2 Wall Lines 
3 Truss Machines 
2 Cutters-Radial Arm Saws 
Conveyor Systems 
Truss Dollies 
Lumber Carts 
Fork Lifts 
Truss Trailers 


G. D. Robbins 
Superior Homes, Inc. 
711Rankin Rd. 
Houston, TX 77073 
713-443-8950 


MATERIALS WANTED 


Wanted: Photographs of architect designed 
houses for plan sales section of Country Living 
Magazine. Box 622, Princeton, NJ 08540. 609. 
924-9655. 


HOME PLANS 
POCUUUBEAUTIFÜLSOLAR —— 
: ENVELOPE DESIGNS 


25 Passive Envelope Home Designs, variety of sizes 
and price ranges. Perfect for production develop- 
ment or single custom contract. Engineering, plan- 
ning, consulting services. Illustrated plan book. 
© $12.00 postpaid. Sun-Rise Environmental Designs, 
Dept. H 4-781, 325 Mt. Rushmore Rd., Custer, So. 
Dak, 577: 


PONS, ——— 


[TTTTIPPPPPEPERI 


BUSINESS OPPORTUNITIES 


DEALER WANTED 
Earn up to $100 per hour 
Unique new product-No competition 
Apply carpet wear protection 
in offices, banks, hotels 
U. S. GENERAL CORP. 
5262 Independence Street 

Maple Plain, Mn. 55359 
612-479-2506 


Dome Homes—Energy Saver—Seeking 
qualified residential home builders, developers 
and representatives to handle regional sales of 
middle income Dorne Homes. Great market ap: 
peal, Write or call Domes and Homes, Inc., 830. 
K Matsonford Rd., West Conshohocken, PA 
19428 


Do your payables and receivables... 


type letters and grint reports . . . all at the same time! 
nications, and Just Ask™ inquiry system doit all, s 
Off-the-shelf software, self-teaching tutorials & / 
Mini-Winchester high capacity disk drives 

are available, of course. Write now for 


free color brochure: fi Oo I 
d LP PWR v. 


Circle 150 on reader service card 


Standards. Our air-ride van fleet. International 


agent network. Computerized 


Or our ability to move whatever or whomever 


you want. Reliably. 


made us Americas most experienced movers. Call 


Circle 151 on reader service card 


CADO'S Data & Word Processor,TWX & Telex commu- s” 


The secret may be our exclusive 


Whatever the secret, | it's 


_ 3 X 


Agent Code of 


scheduling. 


IN our 


>} 
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Creating a 
custom look 


It takes some imagination—and often 
some money. If you're looking for ideas 
to make your houses "special," you'll 
find some in the publications below. 


Handcarved, top-of-the-line wood 
doors are given top billing in this 18- 
page publication. Over 30 styles for 
entries and interiors are shown in four- 
color photographs. The construction 
process is described step-by-step. Also 
featured are the many etched and 
leaded glass sidelights available. Spe- 
cifications and selector guides for 
glass, exterior and interior doors and 
Victorian-style folding panels are in- 
cluded. International Wood Products. 
Circle 300 on reader service card 


Elegant entry doors are the subject of 
a 16-page booklet. Color photographs 
illustrate a range of wood doors and 
the leaded or etched glass panels and 
inserts available. Each series is de- 
scribed. Also shown are thermal doors, 
sidelights and optional wood grilles. 
Simpson Timber. Circle 301 on reader 
service card 


A 36-page catalog displays the manu- 
facturer's full line of flooring products, 
which include solid vinyl tile, no-wax 
tile, reinforced vinyl tile and asphalt 
tile; together they represent a wide 
variety of colors and patterns. Vinyl 
wall-base accessories are also shown. 
Kentile Floors. Circle 302 on reader 
service card 


An eight-page brochure describes and 
illustrates this manufacturer's line of 
Chickasaw Brand solid-wood plank 
flooring. Color photographs display 
the lines of flooring available in a 
number of suggested parquet patterns. 
Memphis Hardwood Flooring. Circle 
303 on reader service card 


Also available from this manufacturer: 
a four-color flyer introducing a pre- 
finished solid-wood paneling in random 
widths. The installation of this an- 
tique-finish pecan paneling is de- 
scribed. Memphis Hardwood Flooring. 
Circle 304 on reader service card 


Spiral and circular wood stairs are 
featured in an eight-page brochure. 
Included are product descriptions, 
stair plans, a discussion of material, 
wood and glue, stair details, and spe- 
cifications. Applications are shown in 
color. Ericson Stair Co. Circle 308 on 
reader service card 
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The full range of this manufacturer’s 
ceramic tiles is the subject of a 1981 
catalog. The 36-page booklet provides 
descriptions of eight lines of glazed 
tile, matching trim and bathroom 
accessories, and two pregrouted tile 
systems. Photos show various applica- 
tions, including a number of ceramic 
mosaics, which are available in a wide 
variety of standard and custom pat- 
terns and colors. Architectural specifi- 
cations are included. Also described: 
related products and the manufactur- 
er's services. American Olean. Circle 
307 on reader service card 


A 1981 catalog displays this manufac- 
turer's line of hardwood- and softwood- 
veneer paneling (see photo below). Four- 
color photogaphs show 20 product 
lines in various patterns and colors for 
homes, offices and commercial interi- 
ors. Also included: information on fac- 
tory-applied finishes, product specifi- 
cations, installation and maintenance 
suggestions. Georgia-Pacific. Circle 
305 on reader service card 


The Profilewood paneling system is 
introduced in an eight-page booklet. 
The four-color publication shows and 
describes how the system is installed 
with galvanized clips rather than with 
nails, eliminating hammer dents and 
splitting, and allowing the paneling to 
expand and contract without buckling. 
Specifications and technical data are 
included. Ostermann & Scheiwe USA. 
Circle 306 on reader service card 


Top-of-the-line kitchen cabinetry is 
introduced in a 34-page booklet. Many 
color photos and copy describe several 
styles, from modern to traditional. 
Storage features and accessories are 
shown. Xey Corp. of America. Circle 
310 on reader service card 


Custom-built kitchen cabinets are the 
subject of a six-page foldout. Four- 
color photographs show available cabi- 
netry lines and some of the conve- 
nience features offered, such as wine 
racks, cutting board, storage racks and 
sink cabinet accessories. The choice of 
color finishes on the oak and poplar 
lines is shown, Schmidt Cabinet Co. 
Circle 309 on reader service card 


Mirrored doors are the subject of a 
six-page foldout. Eleven styles— 
including sliders, bifolds and wardrobe 
doors—are shown in four-color photos. 
Product features are listed, and cross- 
sections show how the doors are con- 
structed. Contractors Wardrobe. Circle 
311 on reader service card 


“A Designer's Notebook of Mirror 
Ideas” is a 16-page publication to 
show the many ways mirrors can be 
used. Presented are nine residential 
applications and five commercial ap- 
plications using mirrors in a non-tradi- 
tional way. Copy is provided by vari- 
ous interior designers. The four-color 
publication is available for $1.00 from 
the National Assn. of Mirror Manu- 
facturers, 5101 Wisconsin Ave, Suite 
504, Washington, D.C. 20016 


For the truly opulent home: A flyer 
describes the HMS Media Room™, a 
custom-designed, large-screen televi- 
sion system that is, according to the 
manufacturer, "carefully integrated 
into the home" to create an “optimal 
viewing environment" as well as an 
area to serve as a center for home 
computers and other electronic equip- 
ment. Copy describes how the manu- 
facturer works with the homebuilder 
to insure proper installation and space 
utilization. Home Media Systems. Cir- 
cle 314 on reader service card 


A 1981 catalog displays the range of 
acrylic whirlpool spas available. Six 
models are highlighted with schema- 
tics, four-color photographs, specifica- 
tions and a full product description 
that includes information on the filt- 
er/heater system, piping and optional 
features. Jacuzzi Whirlpool Bath. Cir- 
cle 312 on reader service card 


A six-page foldout and flyer introduce: 
Solaris? hollow glass blocks, which are 
used to construct complete walls or 
decorative facades. The publications 
describe product features— which in- 
clude thermal and acoustical insula- 
tion, control of light transmission and 
glare. Pictured is the full line of 
blocks, offered in clear, amber and 
grey glass. Bienenfeld Industries. Cir- 
cle 316 on reader service card 


